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ABSTRACT	  
This	  study	  explores	  the	  market	  of	  female	  snowboarders,	  identifying	  common	  habits	  and	  
preferences	  relating	  to	  the	  snowboard	  industry.	  In	  a	  sport	  where	  only	  1/3	  of	  the	  participants	  
are	  female	  (SIA	  Intelligence	  Report	  2014),	  it	  is	  crucial	  to	  identify	  ways	  for	  brands	  to	  better	  
communicate	  with	  women	  and	  develop	  marketing	  strategies	  to	  meet	  their	  needs	  and	  
preferences.	  This	  study	  fills	  a	  void	  in	  current	  research	  by	  studying	  behaviors,	  habits,	  and	  
preferences	  that	  have	  yet	  to	  be	  studied	  in	  the	  snowboard	  industry.	  To	  explore	  these	  behaviors	  
and	  better	  describe	  the	  female	  snowboard	  participant,	  a	  survey	  was	  conducted	  among	  
University	  of	  Vermont	  Ski	  and	  Snowboard	  Club	  members,	  testing	  a	  variety	  of	  measures	  related	  
to	  consumer	  behavior,	  brand	  loyalty,	  purchase	  habits,	  and	  snowboard	  participation.	  The	  survey	  
was	  conducted	  with	  both	  males	  and	  females	  in	  order	  to	  provide	  a	  comparison	  measure	  to	  help	  
better	  build	  the	  female	  snowboard	  participant	  construct.	  With	  the	  results	  from	  the	  survey	  and	  
overarching	  study,	  the	  female	  snowboard	  participant	  is	  described	  further,	  serving	  to	  better	  
inform	  brands	  within	  the	  snowboard	  industry	  when	  making	  marketing	  and	  communication	  
decisions.	  Findings	  from	  the	  study	  indicate	  that	  brands	  that	  are	  successful	  in	  connecting	  and	  
resonating	  with	  the	  female	  snowboarder	  are	  those	  that	  are	  focused	  on	  creating	  women’s	  
specific	  products,	  placing	  an	  emphasis	  of	  female-­‐focused	  marketing	  initiatives	  and	  strategies.	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INTRODUCTION	  
	  
Since	  the	  first	  real	  snowboard	  hit	  the	  market	  in	  the	  1960s,	  snowboarding	  has	  been	  a	  
male	  dominated	  activity.	  Although	  female	  participation	  has	  increased	  since	  then	  to	  about	  33	  
percent	  in	  2012,	  it	  still	  remains	  that	  more	  males	  participate	  in	  the	  sport.	  According	  to	  
SnowSports	  Industries	  America,	  in	  2012	  women’s-­‐specific	  sales	  fell	  6	  percent	  in	  units,	  and	  3	  
percent	  in	  dollars	  (Malsam	  2012).	  In	  an	  ActionWatch	  report	  issued	  by	  TransWorld	  Business	  in	  
January	  2011,	  although	  sales	  in	  snow	  sports	  increased	  to	  5.4%,	  there	  was	  a	  struggle	  in	  the	  
category	  of	  female-­‐specific	  snowboarding	  accessories,	  which	  declined	  just	  over	  3%	  (Malsam	  
2012).	  Why	  is	  it	  that	  while	  the	  rest	  of	  the	  sales	  categories	  grew,	  female-­‐specific	  accessories	  
were	  the	  only	  major	  category	  to	  decline?	  	  
	   Women	  influence	  more	  than	  80	  percent	  of	  all	  consumer	  spending	  (Smith	  2011).	  
Although	  it	  does	  remain	  true	  that	  many	  riders	  are	  male,	  women	  are	  still	  a	  huge	  potential	  buyer	  
within	  the	  snow	  sports	  industry	  and	  play	  a	  vital	  role	  in	  the	  purchasing	  decisions	  for	  their	  
families.	  With	  this	  huge	  influence	  on	  spending,	  it	  is	  important	  for	  companies	  in	  the	  snow	  sports	  
industry	  to	  realize	  the	  full	  potential	  of	  the	  female	  market,	  and	  to	  improve	  their	  brand	  strategy	  
to	  the	  female	  consumer	  (Smith	  2011).	  	  
	   Each	  year,	  SnowSports	  Industries	  America	  (SIA)	  releases	  their	  Women’s	  Market	  
Intelligence	  Report	  that	  gathers	  women-­‐specific	  snow	  sports	  data	  including	  participation,	  sales,	  
and	  demographics	  measures	  within	  the	  industry	  (Smith	  2011).	  This	  information	  is	  vital	  for	  
businesses	  in	  snow	  sports	  to	  better	  understand	  their	  market	  makeup,	  describing	  the	  number	  of	  
females	  that	  participate,	  the	  dollars	  spent	  by	  the	  female	  consumers,	  and	  demographic	  
measures	  of	  these	  participants.	  However,	  this	  data	  tends	  to	  exclude	  measures	  of	  attitudes,	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consumer	  behavior,	  brand	  loyalty,	  and	  opinions.	  Combining	  this	  quantitative	  data	  with	  an	  
analysis	  of	  female	  perceptions	  of	  brands	  within	  the	  industry,	  spending	  and	  participation	  
behaviors,	  and	  opinions	  can	  help	  better	  define	  the	  female	  snowboard	  participant	  as	  a	  
consumer.	  	  
	   The	  purpose	  of	  this	  study	  is	  to	  better	  explore	  the	  market	  of	  female	  snowboarders,	  
identifying	  common	  habits	  and	  preferences	  relating	  to	  the	  snowboard	  industry.	  In	  order	  to	  
inform	  brands	  in	  the	  snowboard	  industry	  on	  how	  to	  better	  communicate	  with	  the	  female	  
market	  to	  encourage	  participation	  within	  the	  sport,	  and	  ultimately	  spending	  behavior	  within	  
the	  industry,	  a	  further	  description	  of	  the	  female	  consumer	  is	  provided.	  The	  study	  looks	  at	  a	  
variety	  of	  measures	  including	  levels	  of	  agreement	  of	  snowboard	  product	  qualities,	  influences	  of	  
purchase,	  information	  sourcing	  for	  snowboard	  product	  purchasing,	  brand	  loyalty,	  shopping	  
habits,	  and	  participation	  tendencies.	  The	  study	  describes	  certain	  attitudes,	  beliefs,	  and	  opinions	  
that	  the	  female	  snowboarder	  holds,	  contrasting	  the	  data	  found	  with	  responses	  from	  male	  
participants.	  	  
	   After	  presenting	  a	  review	  of	  the	  existing	  literature	  on	  the	  topic,	  a	  questionnaire	  was	  
developed	  and	  executed	  among	  a	  sample	  of	  University	  of	  Vermont	  Ski	  and	  Snowboard	  Club	  
members,	  meant	  to	  represent	  the	  larger	  population	  of	  millennial	  snowboarders.	  The	  data	  from	  
the	  questionnaire	  was	  then	  analyzed	  and	  compiled	  in	  order	  to	  make	  certain	  conclusions	  on	  how	  
to	  inform	  brands	  on	  best	  practices	  when	  communicating	  with	  the	  female	  snowboarder	  and	  
developing	  marketing	  strategies	  to	  meet	  their	  needs.	  Provided	  in	  the	  study	  is	  a	  statistical	  
analysis	  of	  the	  data	  compiled,	  as	  well	  as	  a	  conclusion	  that	  will	  assist	  the	  reader	  in	  
understanding	  the	  implications	  of	  this	  study	  and	  its	  results
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EXISTING	  RESEARCH	  //	  LITERATURE	  REVIEW	  
	  
Women	  make	  roughly	  80	  percent	  of	  consumer	  purchases	  today,	  so	  companies	  must	  
develop	  strategies	  that	  are	  authentic	  and	  relevant	  in	  these	  individuals’	  lives.	  Johnson	  and	  
Learned	  (2004)	  argue	  that	  you	  cannot	  just	  mass	  market	  to	  all	  women,	  but	  instead	  you	  need	  to	  
dig	  in	  deeper	  and	  examine	  the	  group	  from	  a	  customer-­‐centric	  perspective,	  from	  inside	  the	  
customer	  out.	  	  “Slightly	  tweaked	  male-­‐oriented	  products	  or	  marketing	  efforts	  will	  no	  longer	  
do,”	  argues	  the	  authors,	  and	  learning	  to	  see	  from	  a	  women’s	  perspective	  is	  the	  key.	  The	  book	  
explains	  a	  ten-­‐step	  approach	  to	  help	  companies	  move	  beyond	  “pink	  thinking:”	   	  
1.Understand	  her	  earning	  power	  
2.	  Wake	  up	  to	  her	  spending	  power	  
3.	  Run	  your	  numbers	  
4.	  Mainstream	  and	  integrate	  your	  marketing	  to	  women	  
5.	  Reframe	  your	  approach	  
6.	  Get	  inside	  her	  mind	  
7.	  Segment	  and	  focus	  to	  reveal	  lucrative	  markets	  
8.	  Try	  new	  ways	  of	  listening	  to	  women	  
9.	  Build	  in	  ways	  to	  measure	  return	  on	  investment	  
10.	  Carpe	  Diem	  
	  
A	  number	  of	  different	  sources	  investigating	  the	  shortcomings	  in	  marketing	  to	  a	  female	  
audience	  look	  into	  the	  phenomenon	  of	  “thinking	  pink.”	  The	  harms	  in	  “pink	  thinking”	  are	  
identified	  as	  the	  obvious	  stereotype	  of	  old	  assumptions	  and	  antiquated	  thinking	  for	  marketing	  
to	  a	  female-­‐specific	  market	  (Johnson	  &	  Learned	  2004).	  Even	  further,	  Johnson	  and	  Learned	  
explain	  that	  women	  are	  today’s	  fastest-­‐growing	  consumer	  market,	  and	  that	  typically	  brands	  are	  
shortsighted	  in	  marketing	  to	  women,	  causing	  them	  to	  miss	  huge	  opportunities.	  The	  book	  
advises	  brand	  managers	  on	  how	  to	  better	  meet	  the	  needs	  of	  women	  customers,	  by	  designing	  a	  
subtler	  and	  more	  sophisticated	  approach.	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This	  shift	  away	  from	  pink	  thinking	  is	  a	  company’s	  opportunity	  to	  gain	  a	  competitive	  
advantage	  and	  spur	  growth.	  Johnson	  and	  Learned	  (2004)	  explain,	  “too	  many	  companies	  market	  
to	  women	  unsuccessfully	  and	  then	  assume	  it	  not	  a	  productive	  market	  rather	  than	  looking	  at	  the	  
fact	  that	  how	  they	  did	  it	  might	  have	  been	  the	  problem.”	  The	  authors	  explain	  the	  stereotypes	  of	  
pastel	  colors,	  overly	  sentimental	  copy,	  unrelatable	  characters	  and	  storylines,	  as	  well	  as	  a	  lacking	  
depth	  of	  knowledge	  of	  what	  women	  customers	  really	  wanted,	  contribute	  to	  the	  lack	  of	  success	  
in	  “women’s	  initiatives.”	  They	  advise	  doing	  away	  with	  “women’s	  initiatives”	  in	  general,	  and	  
offer	  three	  different	  approaches	  that	  marketers	  should	  consider	  when	  marketing	  to	  women:	  
visible	  campaigns,	  transparent	  campaigns,	  or	  hybrid	  campaigns	  that	  combine	  aspects	  of	  
visibility	  and	  transparency	  (Johnson	  &	  Learned	  2004).	  
Bridget	  Brennan	  (2011)	  notes	  that	  80%	  of	  all	  consumer	  product	  sales	  in	  the	  U.S.	  are	  
made	  by	  women,	  but	  90%	  of	  all	  marketing	  executives	  trying	  to	  reach	  these	  women	  are	  men.	  
Brennan	  (2011)	  argues	  for	  the	  need	  of	  marketing	  executives	  to	  become	  female-­‐literate,	  giving	  
readers	  practical	  advice,	  such	  as	  avoiding	  violent	  messages	  or	  images,	  using	  overtly	  “masculine”	  
competitive	  messages,	  and	  focusing	  on	  a	  sophisticated	  marketing	  strategy.	  Much	  like	  the	  
authors	  of	  Don’t	  Think	  Pink,	  Brennan	  (2011)	  explains,	  “pink	  is	  not	  the	  strategy,”	  reminding	  
readers	  of	  the	  importance	  of	  catering	  to	  the	  female	  market.	  
Hillary	  Chura	  (2002)	  looks	  into	  the	  same	  shortages	  in	  marketing	  to	  a	  female	  market.	  She	  
reports	  “marketers	  won’t	  succeed	  if	  they	  ‘sell’	  to	  women,	  vs.	  ‘connect’	  with	  them.”	  The	  article	  
discusses	  the	  strides	  that	  had	  been	  made	  in	  the	  creation	  and	  positioning	  of	  products	  to	  a	  
female	  audience,	  but	  recognizes	  that	  some	  marketers	  still	  are	  not	  doing	  enough	  to	  target	  
women.	  The	  author	  notes,	  “If	  15%	  of	  purchases	  are	  made	  by	  men,	  why	  do	  we	  spend	  so	  much	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time	  worrying	  about	  them?”	  Chura	  (2002)	  goes	  further	  to	  explain	  in	  order	  to	  truly	  connect	  with	  
women,	  marketers	  must	  understand	  the	  benefits	  that	  generally	  appeal	  to	  them.	  She	  argues	  
that	  female-­‐specific	  marketing	  does	  not	  make	  sense	  for	  every	  category,	  and	  explains	  the	  
reasoning	  behind	  garnering	  more	  insight	  from	  the	  female	  market.	  	  
Quinlan	  (2003)	  stresses	  the	  power	  of	  the	  female	  market,	  emphasizing	  how	  this	  
demographic	  makes	  up	  51.4	  percent	  of	  the	  U.S.	  population,	  but	  females	  buy	  or	  influence	  the	  
purchase	  of	  85	  percent	  of	  all	  products	  and	  services.	  She	  emphasizes	  the	  importance	  of	  listening	  
to	  the	  wants,	  needs,	  and	  desires	  of	  women,	  and	  really	  understanding	  their	  behaviors.	  She	  
describes	  the	  difference	  between	  marketing	  to	  women	  and	  marketing	  with	  women,	  the	  latter	  
meaning	  treating	  women	  as	  business	  partners	  and	  listening	  to	  them	  throughout	  every	  step	  of	  
the	  marketing	  process.	  She	  states,	  “the	  greatest	  marketers	  are	  not	  the	  best	  sellers	  or	  talkers,	  
they	  are	  the	  best	  listeners,”	  but	  recognizes	  the	  challenges	  behind	  letting	  women	  tell	  you	  
personally	  what	  they	  want.	  Through	  interviews	  with	  women,	  Quinlan	  (2003)	  developed	  five	  
ways	  to	  consider	  your	  female	  constituent	  as	  a	  consumer.	  She	  addresses	  issues	  that	  companies	  
pose	  for	  themselves	  when	  including	  statements	  like	  “Women	  don’t	  know	  what	  they	  want;	  we	  
need	  to	  lead	  them	  where	  they	  really	  want	  to	  go,”	  or	  “women	  say	  that,	  but	  do	  they	  really	  mean	  
it.”	  She	  identifies	  main	  areas	  of	  concern	  for	  marketing	  when	  dealing	  with	  women,	  including	  
self-­‐induced	  stress	  and	  deliberate	  decision	  making,	  involving	  the	  way	  that	  a	  woman	  may	  make	  
decisions	  about	  your	  brand,	  the	  vigilante	  shopper	  mode,	  in	  which	  women	  approach	  the	  
shopping	  experience	  with	  a	  demand	  for	  what	  they	  pay	  for,	  the	  “tug	  of	  war	  with	  the	  mirror”	  
dealing	  with	  female	  self-­‐esteem	  and	  casting	  advertisements	  through	  a	  woman’s	  eyes,	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developing	  strategies	  based	  on	  the	  female	  use	  of	  technology,	  and	  their	  demands	  for	  respect	  
and	  comfort.	  	  
Bernice	  Kanner	  (2004)	  develops	  strategies	  on	  how	  to	  reach	  the	  hearts	  and	  minds	  of	  
what	  she	  refers	  to	  as	  “today’s	  most	  coveted	  consumers-­‐	  women.”	  She	  states,	  from	  statistics	  
compiled	  by	  the	  Women’s	  Entertainment	  Network,	  that	  women	  make	  up	  51%	  of	  all	  sports	  
equipment	  retail	  purchases.	  Kanner	  explains	  that	  women	  want	  brands	  that	  understand	  the	  
mantra	  “I	  am	  me,”	  versus	  “I	  am	  special.”	  She	  sites	  the	  findings	  of	  DYG,	  marketing	  research	  
consultants,	  who	  found	  that	  there	  are	  four	  aspirations	  of	  today’s	  women.	  They	  want	  control,	  
appreciation	  or	  respect,	  love,	  and	  meaning.	  She	  adds	  to	  their	  findings,	  two	  others-­‐	  happiness	  
and	  “good	  enough”.	  She	  therefore,	  summarizes	  her	  findings	  by	  stating	  women	  want	  
C.H.A.R.G.E.,	  or	  in	  other	  words:	  control,	  harmony	  and	  love/relationships,	  amusement/fun,	  
respect,	  greatness/meaning/spirituality,	  and	  enough	  for	  what	  they	  pay	  for.	  Kanner	  goes	  into	  
different	  industry	  areas,	  describing	  strategies	  for	  different	  areas	  of	  products.	  In	  her	  discussion	  
of	  sports	  products,	  with	  the	  chapter	  titled	  “You	  throw	  like	  a	  girl,”	  she	  explains	  how	  women	  are	  
becoming	  the	  stars	  of	  sports	  marketing,	  and	  describes	  techniques	  for	  selling	  to	  women,	  
involving	  solving	  her	  problem,	  speaking	  her	  language,	  making	  her	  the	  pilot,	  respecting	  her;	  but	  
not	  too	  much,	  making	  it	  real,	  getting	  to	  her	  friends,	  making	  it	  easy,	  making	  it	  a	  deal,	  and	  
segmenting	  within	  the	  market	  of	  women.	  	  
Barletta	  (2003)	  develops	  strategies	  on	  how	  to	  understand,	  reach,	  and	  increase	  share	  of	  
what	  she	  refers	  to	  as	  the	  world’s	  largest	  market	  segment.	  She	  cites	  similar	  statistics	  to	  the	  
number	  of	  other	  different	  sources	  within	  this	  category,	  and	  describes	  that	  marketing	  to	  women	  
differently	  is	  important	  if	  you	  are	  to	  market	  effectively	  in	  order	  to	  understand	  your	  consumer.	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She	  cites	  the	  “power	  of	  the	  purse”	  similar	  to	  the	  writings	  of	  Bernice	  Kanner,	  pointing	  out	  that	  
female	  earning	  power,	  high-­‐net-­‐worth,	  spending	  power	  (both	  within	  the	  consumer	  and	  
corporate	  categories),	  profitability,	  and	  better	  return,	  make	  female	  marketing	  so	  crucial.	  
Barletta	  (2003)	  explains	  the	  difference	  in	  female	  decision	  making,	  creating	  the	  GenderTrends	  
Marketing	  Model,	  involving	  the	  GenderTrends	  Star	  which	  includes	  four	  points	  in	  which	  women	  
take	  into	  consideration	  when	  making	  a	  decision.	  These	  are	  social	  values,	  life/time	  factors,	  
synthesizer	  dynamics,	  and	  communication	  keys.	  She	  goes	  into	  great	  depth	  to	  describe	  how	  
these	  aspects	  of	  decision	  making	  differ	  in	  women,	  and	  why	  marketers	  must	  take	  these	  things	  
into	  account	  when	  developing	  marketing	  plans,	  because	  these	  aspects	  impact	  how	  women	  view	  
brands.	  She	  finishes	  up	  her	  review	  of	  the	  market	  with	  insights	  for	  companies.	  One	  insight	  
breaks	  down	  the	  idea	  that	  “women	  are	  a	  niche.”	  Another	  argues	  that	  “marketing	  to	  women	  
takes	  the	  same	  budget	  and	  delivers	  more	  bang	  for	  the	  buck.”	  In	  addition,	  she	  provides	  insight	  
that	  “gender-­‐neutral	  marketing	  is	  not	  how	  you	  put	  your	  sales	  into	  overdrive.”	  Finally,	  she	  
explains,	  “bad	  gender-­‐specific	  marketing	  doesn’t	  work.”	  	  
A	  handful	  of	  studies	  look	  at	  a	  completely	  different,	  yet	  related,	  aspect	  of	  women	  in	  
snowboarding	  (Thorpe	  2005,	  2007,	  2008,	  20	  10).	  These	  studies	  look	  at	  cases	  of	  masculinities	  in	  
snowboarding,	  and	  how	  to	  identify	  feminism	  within	  the	  category	  of	  female	  participants.	  Taking	  
a	  sociological	  feminism	  approach,	  Thorpe	  analyzes	  the	  female	  snowboarder	  construct	  (2005).	  
She	  develops	  and	  considers	  the	  possible	  reconstruction	  of	  gender	  relations	  within	  the	  sport,	  
analyzing	  the	  juxtaposition	  of	  cases	  where	  snowboarding	  has	  provided	  social	  progress	  for	  
women,	  allowing	  them	  to	  identify	  with	  an	  empowering	  culture,	  but	  has	  also	  allowed	  for	  social	  
constraint,	  where	  masculinities	  have	  prevailed	  and	  continued	  to	  discourage	  participation.	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Based	  on	  raw	  empirical	  data,	  the	  author	  comes	  to	  the	  conclusion	  that	  liberal	  feminism	  has	  the	  
potential	  to	  radically	  alter	  gender	  relations,	  in	  relation	  to	  snowboarding.	  	  
Thorpe	  also	  looks	  at	  critical	  aspects	  of	  the	  sport	  that	  have	  aided	  in	  female	  success,	  
including	  the	  camaraderie	  of	  other	  women,	  role	  models	  within	  the	  sport,	  the	  making	  and	  
marketing	  of	  female	  specific	  snowboards,	  the	  success	  of	  women	  within	  the	  industry,	  and	  the	  
availability	  of	  equal	  opportunities,	  although	  limited,	  for	  women	  in	  snowboarding	  (2005).	  
However,	  with	  each	  of	  these	  critical	  aspects,	  Thorpe	  also	  recognizes	  the	  limitedness	  of	  these	  
aspects-­‐	  for	  example,	  whereas	  there	  used	  to	  be	  a	  camaraderie	  of	  women,	  now	  the	  industry	  is	  
shifting	  towards	  increasing	  individualism,	  female	  snowboards	  still	  lack	  the	  functionality	  in	  
product	  development	  and	  progressiveness	  in	  product	  technology	  needed	  to	  propel	  women	  to	  
do	  well	  in	  the	  sport,	  there	  are	  still	  an	  inadequate	  amount	  of	  women	  in	  the	  industry,	  and	  there	  
are	  limited	  opportunities,	  including	  the	  barriers	  in	  terms	  of	  professional	  earning	  potential	  and	  
female	  prize	  money	  from	  competitions,	  for	  women	  in	  snowboarding.	  	  
In	  another	  study,	  Thorpe	  (2008)	  sheds	  light	  on	  the	  various	  discursive	  constructions	  of	  
femininity	  in	  snowboarding	  media	  and	  examines	  the	  conditions	  under	  which	  female	  
snowboarders	  learn	  to	  recognize	  and	  distinguish	  between	  different	  types	  of	  media	  discourses.	  
She	  also	  identifies	  the	  different	  ways	  in	  which	  women	  react	  to	  these	  aspects,	  including	  the	  
creation	  of	  their	  own	  media	  forms,	  and	  their	  effects	  on	  women’s	  snowboarding	  experiences,	  
considering	  women-­‐only	  media	  forms,	  platforms	  dedicated	  to	  including	  media	  coverage	  of	  only	  
female	  snowboarders,	  as	  a	  foundation	  for	  wider	  social	  transformation.	  The	  discourse	  analysis	  of	  
the	  current	  media,	  analyzing	  the	  current	  media	  portrayal	  of	  the	  female	  snowboarder,	  including	  
visual,	  written,	  and	  spoken	  language	  regarding	  the	  topic	  of	  female	  snowboarders,	  identifies	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problems	  with	  the	  media	  currently.	  The	  widespread	  practice	  of	  foregrounding	  heterosexually	  
attractive	  women,	  erasing	  those	  who	  may	  appear	  “unfeminine”	  or	  “unattractive”	  is	  one	  
problem.	  Another	  includes	  the	  emphasis	  on	  “lifestyle”	  shots	  that	  include	  women	  as	  “props”	  
rather	  than	  participants,	  such	  as	  advertisements	  of	  female	  models	  in	  “sexual”	  poses	  in	  a	  
snowboarding	  environment.	  A	  third	  problem	  is	  the	  representation	  of	  females	  as	  bystanders	  or	  
watching	  from	  the	  sidelines	  as	  males	  participate.	  Thorpe	  (2008)	  describes	  that	  women-­‐only	  
snowboard	  films,	  or	  women-­‐only	  media	  forms	  in	  general,	  have	  a	  significant	  impact	  on	  helping	  
limit	  the	  barriers	  to	  women,	  in	  terms	  of	  sexism,	  for	  participating	  in	  the	  sport.	  She	  finishes	  up	  
with	  discussion	  on	  how	  these	  can	  increase	  encouragement	  for	  new	  female	  participants.	  	  
In	  her	  other	  studies,	  Thorpe	  recognizes	  the	  increase	  in	  perseverance	  and	  overcoming	  
gender	  stereotypes,	  in	  terms	  of	  women	  defying	  norms	  and	  remaining	  participants.	  Thorpe	  
(2007)	  identifies	  how	  young	  women	  occupy	  unprecedented	  space	  in	  contemporary	  society,	  and	  
she	  captures	  the	  complexity	  of	  female	  snowboarding	  by	  systematically	  contextualizing	  the	  lived	  
experiences	  of	  female	  boarders	  through	  drawing	  upon	  six	  critical	  social	  theoretical	  
perspectives.	  She	  details	  the	  multidimensional	  phenomenon	  of	  the	  female	  boarder	  through	  
interviews	  with	  participants,	  participant-­‐observation,	  media	  consultations,	  a	  scanning	  of	  the	  
current	  existing	  snowboard	  media	  outlets,	  and	  fieldwork.	  She	  explains	  that	  the	  best	  use	  of	  her	  
findings	  would	  be	  as	  an	  understanding	  of	  women	  as	  a	  whole,	  and	  how	  they	  are	  defying	  norms.	  
Related	  research	  identifies	  four	  social	  practices	  used	  by	  male	  snowboarders	  to	  construct	  
their	  sport	  as	  a	  masculine	  practice,	  including	  the	  appropriation	  of	  other	  cultural	  masculinities,	  
interaction	  and	  clothing	  styles,	  violence	  and	  aggression,	  and	  emphasized	  heterosexuality	  
(Anderson	  1999).	  These	  practices	  serve	  to	  promote	  male	  dominance	  and	  difference	  from	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women	  within	  snowboarding,	  relating	  to	  the	  concept	  of	  how	  masculinities	  have	  prevailed	  and	  
developed	  social	  constraint	  (Thorpe	  2005).	  	  
Author	  Mari	  Kristin	  Sisjord	  	  (2009,	  2013)	  also	  writes	  on	  the	  gender	  relations	  of	  women	  in	  
snowboarding,	  focusing	  not	  only	  on	  the	  relations	  between	  males	  and	  females	  within	  
snowboarding,	  but	  on	  the	  relations	  between	  different	  groups	  of	  females	  within	  the	  sport.	  She	  
conducted	  empirical	  research	  as	  well	  as	  participant	  observation	  and	  personal	  interviews.	  The	  
results	  revealed	  different	  femininities	  among	  female	  snowboarders,	  including	  characterizations	  
as	  Babes,	  Fast-­‐girls,	  and	  the	  Invisible	  Girls,	  and	  the	  domination	  in	  different	  snowboarding	  
contexts	  by	  men	  during	  practice	  and	  competition.	  She	  garnered	  female	  opinion	  on	  
snowboarding	  facilities,	  finding	  that	  most	  of	  the	  participants	  perceived	  the	  facilities	  as	  too	  large	  
for	  females	  (big	  air	  and	  half-­‐pipe)	  and	  a	  possible	  constraint	  on	  female	  participation.	  The	  
findings	  from	  the	  study	  also	  offer	  positive	  reinforcement	  for	  women-­‐only	  sessions	  and	  
competitions,	  to	  increase	  participation	  and	  enhancement.	  	  
Even	  further	  related,	  Nancy	  Laurendeau	  (2008)	  examines	  action	  sports,	  and	  identifies	  
the	  ways	  women	  negotiate	  space	  in	  these	  male-­‐dominated	  arenas,	  including	  snowboarding.	  
She	  explores	  the	  construction	  of	  gender	  in	  the	  ways	  women	  participate	  in	  these	  types	  of	  
activities,	  and	  describes	  how	  some	  strategies	  are	  categorized	  as	  a	  “resistant	  agency”	  while	  
others	  are	  “reproductive	  agencies.”	  The	  “resistant	  agency”	  aspect	  describes	  how	  snowboarding	  
serves	  to	  allow	  for	  the	  advancement	  of	  gender	  equality.	  Snowboarding	  does	  this	  in	  a	  way	  by	  
allowing	  for	  women	  to	  participate	  in	  a	  more	  “radical”	  sport.	  Snowboarding	  also	  in	  allows	  for	  
empowerment	  of	  women	  in	  this	  way.	  However,	  snowboarding	  can	  also	  be	  a	  “reproductive	  
agency”	  in	  that	  snowboarding	  for	  men	  and	  women	  is	  still	  not	  equal.	  Particular	  instances	  within	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the	  sport	  are	  not	  equal,	  including	  lack	  of	  women’s	  specific	  snowboard	  products,	  there	  is	  inequal	  
prize	  money	  for	  males	  and	  females	  in	  competitions,	  and	  there	  is	  a	  lack	  of	  female	  categories	  in	  
competitions.	  In	  this	  way,	  snowboarding	  still	  holds	  gender	  equality	  back.	  She	  explores	  the	  
potential	  of	  these	  strategies	  in	  bringing	  about	  meaningful	  social	  change	  through	  action	  sports.	  	  
In	  order	  to	  better	  understand	  the	  instances	  of	  the	  snowboard	  industry	  in	  a	  business	  
context,	  authors	  Kenneth	  Hunt	  and	  Will	  Secor	  (2013),	  conducted	  a	  business	  analysis	  that	  
presents	  the	  demographic	  trends	  for	  both	  skiers	  and	  snowboarders,	  illustrating	  the	  difference	  
between	  the	  two.	  They	  also	  analyzed	  snowboard	  history,	  the	  cultural	  side	  of	  snowboarding,	  the	  
Olympics,	  demographics,	  gender,	  age,	  families,	  ethnicity,	  and	  geography.	  The	  case	  concludes	  
with	  notes	  to	  offer	  suggestions	  and	  insights	  to	  illustrate	  certain	  marketing	  and	  business	  
principles.	  Key	  findings	  of	  the	  case	  include	  the	  fact	  that	  males	  dominate	  both	  the	  ski	  and	  
snowboard	  industries,	  and	  77%	  of	  snowboarders	  are	  male.	  The	  case	  identifies	  that	  females	  are	  
represented	  in	  the	  lower	  ability,	  and	  less	  avid	  segments	  of	  the	  market,	  indicating	  “The	  industry	  
is	  about	  equally	  effective	  in	  introducing	  first-­‐time	  trial	  of	  snow	  sports	  among	  males	  and	  
females,	  but	  it	  is	  less	  effective	  in	  converting	  females	  than	  males	  into	  accomplished,	  frequent	  
participants,	  and	  in	  retaining	  female	  participation	  and	  reducing	  dropout	  over	  time.”	  	  
Each	  year,	  the	  Snowsports	  Industries	  America	  (SIA)	  issues	  a	  Market	  Intelligence	  Report	  
meant	  to	  inform	  industries	  in	  the	  segment	  on	  various	  trends	  happening	  among	  their	  market	  
constituents.	  In	  their	  report	  for	  the	  2014/2015	  snow	  season,	  SIA	  reported	  various	  statistics	  on	  
women	  in	  the	  snow	  sports	  industry.	  In	  relation	  to	  the	  entire	  segment	  as	  a	  whole,	  SIA	  reported	  
that	  43	  percent	  of	  all	  snow	  sports	  participants	  are	  women,	  with	  33	  percent	  of	  snowboard	  
participants	  being	  female.	  Within	  the	  industry,	  SIA	  reports	  that	  women	  spent	  over	  one	  billion	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dollars	  during	  the	  2013/2014	  snow	  season,	  and	  the	  SIA	  Research	  Director	  states	  that	  “The	  
upward	  trends	  in	  sales	  of	  women-­‐specific	  gear	  is	  a	  true	  example	  of	  how	  much	  women	  affect	  
the	  snow	  sports	  market.”	  (http://www.snowsports.org/blog/at-­‐the-­‐2015-­‐snow-­‐show-­‐women-­‐
surge-­‐ahead-­‐in-­‐trends-­‐innovation-­‐and-­‐leadership-­‐roles/).	  She	  also	  states	  that	  a	  third	  of	  all	  snow	  
sports	  dollars	  last	  year	  were	  spent	  on	  gear	  specifically	  designed	  for	  females,	  more	  than	  one	  
billion	  dollars.	  	  	  
In	  the	  Snowsports	  Industries	  America	  2014	  Mid-­‐Season	  Intelligence	  Report,	  it	  is	  
reported	  that	  Total	  Snowboard	  Participation	  is	  down	  3	  percent,	  at	  a	  total	  of	  7,351,000	  
participants	  (SIA	  Research	  2015).	  The	  participant	  profile	  for	  the	  snowboard	  market,	  involves	  a	  
participant	  group	  that	  is	  29	  percent	  aged	  17	  or	  under,	  51	  percent	  aged	  18-­‐34,	  19	  percent	  
between	  35	  and	  54,	  and	  only	  1%	  are	  over	  the	  age	  of	  55.	  Forty-­‐two	  percent	  of	  all	  snowboard	  
participants	  have	  a	  Bachelor’s	  Degree	  or	  higher,	  and	  48	  percent	  have	  a	  household	  income	  
above	  $75,000	  per	  year	  (SIA	  Research	  2015).	  The	  average	  number	  of	  days	  riding	  is	  11.3	  (SIA	  
Research	  2015).	  The	  average	  price	  paid	  at	  a	  specialty	  shop	  for	  a	  snowboard	  is	  $307.96,	  $160.29	  
for	  snowboard	  boots,	  and	  $148.22	  for	  snowboard	  bindings	  (SIA	  Research	  2015).	  The	  majority	  of	  
snowboarders,	  77	  percent	  in	  2012/2013	  season,	  prefer	  resort-­‐marked	  trails	  over	  resort	  
backcountry	  (ungroomed)	  trails,	  non-­‐resort	  backcountry	  (ungroomed)	  trails,	  terrain	  park,	  urban	  
area,	  gold	  course,	  and	  “other”	  terrain	  (SIA	  Research	  2015).	  When	  asking	  Gen	  Z,	  Gen	  Y,	  Gen	  X,	  
and	  Baby	  Boomers	  to	  think	  of	  five	  words	  that	  best	  describe	  a	  typical	  snowboarder,	  all	  have	  
common	  responses	  reported	  by	  SIA	  	  to	  include	  “fun,”	  “cool,”	  “adventurous,”	  “crazy,”	  “wild,”	  
“lazy,”	  and	  “unconventional,”	  and	  “young”	  (SIA	  Research	  2015).	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Within	  the	  2011	  SIA	  Women’s	  Intelligence	  Report,	  it	  is	  stated	  that	  there	  are	  a	  total	  of	  
2,764,000	  snowboarding	  females.	  Approximately	  32%	  of	  female	  snowboarders	  are	  25-­‐34	  years	  
old;	  an	  age	  category	  that	  only	  accounts	  for	  20	  percent	  of	  male	  snowboarders.	  Even	  further	  
describing	  the	  participant	  make	  up,	  23.5%	  of	  snowboarding	  females	  are	  ages	  6-­‐17,	  28.8%	  are	  
between	  18	  and	  24,	  and	  15.3%	  are	  above	  35	  (SIA	  Research	  2012).	  When	  considering	  their	  
education	  levels,	  47.1%	  of	  female	  snowboarders	  hold	  a	  Bachelor	  degree	  or	  higher	  (SIA	  Research	  
2012).	  The	  average	  female	  snowboarder’s	  price	  paid	  for	  snowboards	  at	  specialty	  shops	  is	  
$303.59,	  for	  snowboard	  boots	  at	  specialty	  shops	  it	  is	  $145.64,	  and	  snowboarding	  bindings	  at	  
specialty	  shops	  it	  is	  $135.10	  (SIA	  Research	  2012).	  Women	  spend	  the	  most	  money	  on	  All	  
Mountain	  Snowboards	  ($12,606,702	  in	  2010/2011	  season)	  more	  than	  freestyle	  snowboards,	  
feeride	  snowboards,	  or	  freeride/freestyle	  snowboards.	  Most	  women	  spend	  the	  most	  at	  
specialty	  shops	  for	  snowboard	  equipment,	  compared	  to	  purchasing	  at	  a	  chain	  or	  online	  (SIA	  
Research	  2012).	  
At	  the	  2015	  Snowsports	  Industries	  of	  America	  annual	  snow	  and	  trade	  show	  this	  year,	  
Shred	  Betties,	  a	  nonprofit	  benefitting	  women	  and	  girls	  in	  snowboarding,	  hosted	  a	  Women	  in	  
Snowboarding	  Panel	  Discussion.	  Presenters	  on	  the	  panel	  included	  the	  founder	  of	  Shred	  Betties,	  
a	  member	  of	  the	  Heavenly	  Ski	  and	  Snowboard	  Foundation,	  a	  Professional	  Snowboarder,	  a	  
Marketing	  Manager	  from	  High	  Cascade,	  and	  a	  representative	  from	  Niche	  Snowboards.	  All	  from	  
different	  backgrounds	  and	  involvement	  in	  snowboarding,	  the	  panelists	  discussed	  the	  state	  of	  
women’s	  snowboarding	  in	  light	  of	  recent	  media	  coverage	  of	  snowboarding’s	  declining	  numbers	  
and	  the	  gender	  gap.	  The	  panel	  discussed	  the	  impact	  of	  current	  media	  and	  marketing	  strategies	  
on	  women	  in	  different	  market	  segments,	  touching	  on	  a	  variety	  of	  topics	  that	  relate	  to	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encouraging	  more	  women	  to	  be	  involved	  in	  snowboarding,	  to	  work	  to	  bridge	  the	  gender	  gap,	  
and	  the	  role	  that	  companies	  within	  the	  industry	  can	  play	  in	  helping	  to	  do	  so	  (Shred	  Betties	  
2015).	  	  
One	  specific	  issue	  that	  was	  discussed	  is	  the	  popularity	  of	  snowboard	  advertisements	  
that	  are	  directed	  strictly	  at	  men.	  These	  represent	  women	  in	  bikinis	  or	  other	  objectifying	  ways,	  
as	  if	  women	  are	  not	  seen	  as	  participants.	  Female	  snowboard	  pro	  athletes	  feel	  a	  conflicting	  
pressure	  to	  not	  only	  be	  good	  at	  snowboarding,	  but	  also	  be	  good	  looking	  as	  a	  model.	  For	  men,	  
this	  is	  not	  necessarily	  the	  case.	  In	  regards	  to	  this	  pressure,	  and	  the	  standard	  that	  is	  being	  set	  in	  
the	  industry,	  this	  creates	  a	  participation	  barrier	  as	  young	  women	  view	  it	  very	  hard	  to	  fill	  both	  of	  
these	  conflicting	  roles:	  talented	  snowboarder	  and	  good-­‐looking	  model	  (Shred	  Betties	  2015).	  	  
Following	  the	  conversation	  on	  the	  barriers	  to	  participate,	  the	  panelists	  discussed	  how	  to	  
market	  to	  women	  that	  is	  inspirational,	  and	  how	  to	  encourage	  brands	  within	  the	  industry	  to	  
make	  that	  shift.	  Tips	  to	  marketers	  within	  the	  industry	  include	  treating	  female	  snowboarders	  like	  
people,	  do	  not	  try	  to	  position	  advertising	  to	  men	  and	  women	  so	  differently,	  understand	  that	  
women	  are	  social	  learners,	  and	  that	  riding	  with	  other	  girls	  is	  encouraging,	  and	  that	  there	  is	  a	  
need	  for	  segments	  within	  the	  female	  segment.	  In	  relation	  to	  segments	  within	  the	  female	  
snowboarder	  segment,	  panelists	  identified	  that	  brands	  must	  look	  at	  women	  as	  moms,	  as	  
teenagers,	  as	  young	  professionals,	  and	  much	  more.	  In	  this	  way,	  there	  is	  a	  need	  for	  more	  
segmented	  marketing,	  understanding	  the	  different	  niches	  of	  women	  (Shred	  Betties	  2015).	  	  
The	  discussion	  then	  transitioned	  to	  identify	  the	  need	  for	  more	  female	  role	  models	  
within	  snowboarding,	  ones	  that	  are	  focused	  on	  encouraging	  riding,	  and	  participation	  in	  the	  
sport,	  rather	  than	  treated	  as	  models.	  The	  panelists	  challenged	  companies	  and	  marketing	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departments	  within	  the	  industry	  to	  step	  up	  and	  put	  money	  behind	  a	  greater	  focus	  on	  women.	  
This	  includes	  women’s	  video	  projects,	  women	  and	  girls	  snowboarding	  clinics,	  and	  pushing	  the	  
idea	  that	  women	  gain	  confidence	  from	  snowboarding.	  Brands	  within	  snowboarding	  need	  to	  
focus	  on	  keeping	  women,	  marketing	  to	  them,	  and	  currently	  there	  is	  not	  enough	  support	  from	  
companies	  within	  the	  industry,	  despite	  the	  female’s	  spending	  power.	  It	  is	  important	  to	  keep	  
women	  as	  customers	  not	  just	  from	  the	  first	  purchase,	  but	  ongoing,	  as	  they	  have	  the	  power	  to	  
purchase	  for	  themselves,	  their	  family,	  their	  companies,	  and	  much	  more.	  Snowboarding	  
participation	  is	  declining,	  and	  currently	  there	  is	  only	  a	  focus	  on	  the	  core	  male.	  A	  shift	  to	  
focusing	  on	  women,	  family,	  moms,	  and	  the	  variety	  of	  segments	  within	  women	  snowboarders	  
will	  help	  sustain	  the	  sport	  (Shred	  Betties	  2015).	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METHODS	  //	  DESIGN	  
	  
DESCRIPTION	  OF	  STUDY	  
	  
In	  order	  to	  better	  inform	  companies	  within	  the	  snowboard	  industry	  on	  how	  to	  
communicate	  and	  market	  to	  women,	  to	  optimize	  sales,	  and	  encourage	  participation,	  data	  from	  
this	  study	  will	  help	  to	  better	  describe	  the	  female	  snowboarder	  as	  a	  consumer	  and	  participant.	  
The	  data	  from	  this	  study	  will	  fill	  a	  hole	  in	  current	  research	  by	  providing	  a	  more	  in	  depth	  
description	  of	  who	  the	  female	  snowboarder	  is,	  identifying	  elements	  of	  consumer	  behavior,	  
brand	  loyalty,	  spending	  habits,	  and	  participation	  tendencies.	  This	  type	  of	  study	  has	  yet	  to	  be	  
done	  in	  the	  snowboard	  industry.	  A	  consumer	  profile	  of	  this	  target	  consumer,	  with	  a	  large	  
potential	  for	  spending	  power,	  is	  important	  to	  help	  brands’	  adequately	  market	  to	  and	  
communicate	  with	  the	  female	  market.	  This	  study	  will	  serve	  as	  both	  an	  explanation	  and	  
exploration	  of	  the	  female	  snowboard	  consumer.	  This	  study	  will	  serve	  to	  build	  a	  profile	  of	  the	  
female	  snowboarder,	  utilizing	  both	  qualitative	  and	  quantitative	  measures	  that	  will	  help	  brands	  
to	  communicate	  with	  this	  market.	  
	  
OBJECTIVES	  
The	  objectives	  of	  this	  research	  are	  meant	  to	  detail	  the	  differences	  between	  the	  male	  
and	  female	  perceptions	  of	  snowboarding.	  The	  research	  looks	  into	  the	  factors	  that	  influence	  
female	  and	  male	  participation	  in	  snowboarding	  and	  the	  differences	  in	  their	  consumer	  behavior	  
and	  brand	  loyalty.	  The	  research	  hopes	  to	  identify	  factors	  that	  influence	  female	  and	  male	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participation	  in	  snowboarding,	  to	  help	  build	  a	  description	  of	  the	  female	  snowboarder	  
consumer.	  
	  
INFORMATION	  NEEDS	  	  
	  
In	  looking	  to	  better	  define	  the	  female	  snowboard	  consumer,	  there	  are	  certain	  information	  
needs:	  
• Frequency	  of	  snowboard	  participation	  
• Types	  of	  snowboard(s)	  owned	  or	  purchased	  
• Reasoning	  behind	  owning	  certain	  types	  of	  snowboards	  
• Snowboard	  purchase	  preferences	  
• Consumer	  behavior	  related	  to	  snowboard	  purchases	  and	  spending	  
• Snowboard	  participation	  attitudes,	  tendencies	  and	  behaviors	  
• Important	  factors	  in	  choosing	  snowboard	  equipment	  
• Importance	  of	  related	  factors	  to	  consumer	  behavior,	  snowboard	  brands	  and	  products,	  
related	  quality	  based	  on	  cost,	  etc.	  
• Types	  of	  information	  search	  for	  snowboard	  products	  in	  the	  industry	  
• Qualitative	  description	  and	  evaluation	  of	  snowboard	  brand	  marketing	  and	  
communication	  
• Participant	  discussion	  of	  company	  marketing	  “best	  practices”	  
• Demographics	  (Age,	  Gender,	  Home	  State)	  
	  
	  
RELATIONSHIPS	  OF	  INTEREST	  
	  
	   A	  number	  of	  relationships	  of	  interest	  were	  important	  in	  determining	  best	  practices	  for	  
snowboard	  brands	  when	  communicating	  with	  the	  female	  snowboard	  participant.	  Most	  
importantly,	  the	  relationship	  between	  gender	  and	  the	  various	  information	  needs	  listed	  
previously	  will	  help	  provide	  a	  contrasting	  picture	  of	  the	  female	  versus	  male	  snowboard	  
participant.	  By	  understanding	  the	  differences	  in	  male	  and	  female	  perception	  of	  snowboarding	  
and	  factors	  that	  influence	  spending	  behavior	  and	  participation,	  a	  better	  description	  of	  the	  
female	  snowboard	  participant	  can	  be	  developed.	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   Another	  relationship	  of	  interest	  that	  was	  important	  is	  frequency	  of	  snowboard	  
participation	  versus	  the	  various	  attitudes,	  consumer	  behavior,	  and	  opinion	  measures	  tested	  in	  
the	  questionnaire.	  By	  understanding	  the	  relation	  of	  frequency	  of	  snowboard	  participant,	  which	  
can	  infer	  type	  of	  participant	  to	  be	  a	  core	  or	  casual	  snowboarder,	  to	  the	  types	  of	  attitudes,	  
opinions,	  and	  behaviors	  that	  they	  hold	  in	  regards	  to	  snowboard	  spending	  and	  participating,	  
certain	  target	  segments	  within	  the	  target	  group	  of	  female	  snowboarders	  can	  be	  developed,	  
segmenting	  marketing	  based	  on	  these	  relationships.	  	  	  
	  
DATA	  COLLECTION	  PROCEDURE	  
	   In	  order	  to	  collect	  the	  data,	  a	  survey	  was	  conducted	  among	  University	  of	  Vermont	  
(UVM)	  snowboarders.	  The	  survey	  was	  launched	  digitally	  over	  the	  UVM	  Ski	  and	  Snowboard	  Club	  
listserv,	  with	  a	  link	  provided	  in	  the	  email.	  The	  questionnaire	  was	  developed	  via	  an	  online	  survey	  
development	  cloud	  based	  company,	  SurveyMonkey.	  This	  mode	  was	  chosen	  for	  its	  simplicity	  of	  
management	  and	  design	  flexibility,	  the	  ability	  to	  allow	  respondents	  the	  convenience	  of	  
answering	  the	  questionnaire	  based	  on	  their	  schedule,	  and	  the	  ability	  to	  deliver	  the	  opportunity	  
to	  respond	  to	  a	  great	  number	  of	  potential	  participants,	  with	  no	  cost.	  	  All	  responses	  to	  the	  
survey	  were	  anonymous.	  The	  first	  survey	  launch	  was	  sent	  on	  March	  13,	  2015,	  and	  a	  second	  
launch	  was	  sent	  to	  the	  listserv	  on	  March	  26,	  2015.	  	  
	  
SAMPLE	  FRAME	  AND	  PROTOCOL	  
	   The	  sample	  frame	  consists	  of	  about	  3,000	  UVM	  Ski	  and	  Snowboard	  Club	  members	  who	  
receive	  the	  UVM	  Ski	  and	  Snowboard	  Club	  newsletter.	  The	  population	  the	  frame	  is	  meant	  to	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represent	  includes	  young	  adult	  or	  millennial	  (ages	  18-­‐35)	  snowboarders,	  both	  male	  and	  female.	  
The	  sample	  was	  contacted	  by	  email	  with	  a	  link	  to	  the	  survey	  in	  SurveyMonkey.	  In	  order	  to	  gain	  
the	  most	  responses	  possible,	  the	  survey	  was	  included	  in	  two	  separate	  emails	  to	  the	  listserv,	  
about	  two	  weeks	  apart.	  The	  emailing	  resulted	  in	  279	  complete	  surveys	  (10%	  response	  rate).	  A	  
survey	  is	  considered	  complete	  if	  fifty	  percent	  or	  more	  of	  the	  questions	  were	  answered.	  	  
	  
QUESTION	  TYPES	  AND	  SCALES	  
	   The	  question	  types	  chosen	  were	  included	  to	  gauge	  a	  number	  of	  different	  characteristics	  
of	  the	  sample	  in	  order	  to	  make	  inferences	  about	  the	  general	  population	  of	  millennial	  
snowboarders.	  Specifically,	  the	  questions	  measured	  the	  respondent’s	  opinions,	  attitudes,	  and	  
behaviors	  related	  to	  snowboard	  participation,	  spending	  behavior,	  and	  brand	  loyalty.	  The	  types	  
of	  questions	  used	  include:	  
• Multiple	  Choice	  and	  Yes	  /	  No	  Questions:	  These	  types	  of	  questions	  were	  used	  to	  
determine	  demographics,	  qualification	  in	  the	  survey	  by	  asking	  respondents	  if	  they	  
consider	  themselves	  a	  snowboarder,	  participation	  tendencies,	  and	  purchase	  habits.	  
Specifically,	  these	  questions	  asked	  how	  often	  the	  respondents	  go	  snowboarding,	  how	  
they	  acquire	  snowboard	  products,	  where	  they	  find	  information	  on	  snowboard	  products,	  
and	  the	  best	  way	  for	  snowboard	  companies	  to	  communicate	  with	  them	  as	  
snowboarders.	  
• Open-­‐Ended	  Questions:	  Throughout	  the	  questionnaire,	  open-­‐ended	  questioning	  was	  
used	  to	  aid	  in	  telling	  the	  story	  of	  how	  brands	  can	  better	  communicate	  with	  female	  
snowboarders.	  Certain	  questions	  included	  tell	  the	  story	  on	  how	  brands	  can	  improve	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their	  marketing	  strategies	  to	  reach	  the	  female	  snowboarder.	  These	  types	  of	  qualitative	  
questions	  supplement	  the	  quantitative	  data,	  bringing	  the	  profile	  to	  life.	  By	  having	  open-­‐
ended	  responses,	  respondents	  are	  able	  to	  speak	  their	  true	  opinions,	  without	  being	  
regulated	  to	  specific	  answer	  choices,	  helping	  to	  better	  capture	  what	  is	  on	  the	  minds	  of	  
these	  participants.	  These	  types	  of	  questions	  help	  in	  developing	  strategy	  and	  pointing	  
out	  any	  issues	  in	  current	  communications.	  Questions	  included	  in	  the	  survey	  asked	  
respondents	  to	  explain	  what	  snowboard	  company	  was	  their	  favorite	  and	  why,	  why	  they	  
use	  certain	  snowboards,	  their	  opinions	  on	  the	  current	  way	  that	  snowboard	  companies	  
and	  brands	  communicate	  with	  them,	  describe	  a	  time	  where	  a	  snowboard	  company	  or	  
brand	  really	  resonated	  with	  them,	  and	  what	  the	  company	  or	  brand	  did	  to	  connect	  with	  
them.	  	  	  
• Likert	  Scale	  Questions:	  A	  majority	  of	  questions	  within	  the	  questionnaire	  were	  Likert	  
Scale	  Questions.	  These	  questions	  were	  used	  to	  determine	  the	  attitudes	  and	  opinions	  
that	  may	  affect	  decisions	  such	  as	  marketing	  communications,	  product	  design,	  and	  brand	  
strategy	  for	  companies	  within	  the	  snowboard	  industry.	  For	  these	  questions,	  a	  majority	  
of	  the	  measures	  were	  taken	  from	  the	  Marketing	  Scales	  Handbook	  published	  by	  the	  
American	  Marketing	  Association	  (1992).	  One	  set	  of	  Likert	  Scales	  used	  measured	  the	  
importance	  of	  certain	  product	  features,	  associations,	  and	  decision	  aspects	  that	  go	  into	  
choosing	  a	  snowboard.	  A	  second	  set	  of	  Likert	  Scale	  questions	  measured	  the	  level	  of	  
agreement	  of	  certain	  statements	  testing	  brand	  loyalty,	  brand	  association	  and	  
advertisement	  of	  general	  products,	  association	  of	  brands	  based	  on	  snowboard	  products,	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brand	  name	  versus	  “off-­‐brands,”	  general	  agreement	  of	  snowboard	  industry	  advertising,	  
and	  the	  comparison	  of	  men’s	  snowboard	  products	  versus	  women’s.	  	  
• Nominal	  and	  Ratio	  Questions:	  These	  types	  of	  questions	  were	  mainly	  used	  to	  measure	  
demographics	  of	  respondents.	  
• Multiple	  Choice	  Questions:	  These	  types	  of	  questions	  were	  used	  to	  determine	  why	  the	  
respondents	  started	  snowboarding,	  with	  data	  from	  this	  question	  useful	  for	  brands	  
looking	  to	  encourage	  new	  participation	  in	  snowboarding.	  	  	  
A	  further	  description	  of	  the	  types	  of	  questions	  included	  will	  be	  given	  in	  the	  next	  section.	  A	  
copy	  of	  the	  questionnaire	  can	  be	  found	  in	  Appendix	  1.	  After	  gathering	  the	  responses	  from	  the	  
questionnaire,	  analysis	  was	  conducted	  using	  the	  SPSS	  statistics	  package,	  which	  is	  detailed	  in	  the	  
next	  section.	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RESULTS	  //	  ANALYSIS	  
Table	  1:	  Demographics	  	  
	  
Profile	  of	  Respondents	  //	  Demographics	  
Identification	  as	  Snowboarder*	  
Snowboarder	   92.11%	  
Non-­‐Snowboarder	   7.89%	  
Gender	  
Male	   52.43%	  
Female	   47.57%	  
Home	  State	   Age	  (x=̄	  20.94)	  
Alabama	   0.40%	   19	   19.4%	  
Arizona	   0.40%	   18	   12.2%	  
California	   1.50%	   20	   11.8%	  
Colorado	   0.80%	   21	   10.0%	  
Connecticut	   6.90%	   22	   7.2%	  
District	  of	  Columbia	   0.40%	   23	   5.0%	  
Florida	   0.40%	   24	   1.8%	  
Georgia	   0.40%	   25	   1.4%	  
Illinois	   2.20%	   28	   0.7%	  
International	   2.40%	   30	   0.7%	  
Maine	   1.10%	   41	   0.7%	  
Maryland	   2.50%	   26	   0.4%	  
Massachusetts	   8.70%	   27	   0.4%	  
Missouri	   0.40%	   29	   0.4%	  
New	  Hampshire	   1.50%	   32	   0.4%	  
New	  Jersey	   9.80%	   36	   0.4%	  
New	  York	  	   8.30%	   37	   0.4%	  
North	  Carolina	   0.40%	   40	   0.4%	  
Ohio	   0.80%	   *Only	  those	  that	  answered	  yes	  to	  “Do	  you	  
consider	  yourself	  a	  snowboarder?”	  qualified	  
for	  participation	  in	  the	  survey.	  If	  answered	  
“no,”	  respondents	  were	  routed	  to	  the	  end	  
“Demographics”	  section	  
N:	  279	  responses	  total	  
Pennsylvania	   4.00%	  
Rhode	  Island	   1.10%	  
Utah	   0.70%	  
Vermont	   19.10%	  
Virginia	   1.10%	  
	   	  
	   Table	  1	  represents	  the	  demographic	  make-­‐up	  of	  the	  participants	  involved	  in	  the	  study.	  
As	  shown	  in	  the	  table,	  92.11%	  of	  survey	  respondents	  qualified	  for	  the	  study,	  since	  they	  
answered,	  “yes”	  to	  “Do	  you	  consider	  yourself	  a	  snowboarder?”	  Only	  those	  who	  identify	  as	  a	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snowboarder	  qualified	  for	  the	  study.	  Participants	  were	  near	  evenly	  split	  between	  male	  and	  
female,	  with	  a	  make-­‐up	  of	  52.43%	  male	  and	  47.57%	  female.	  The	  slightly	  larger	  percentage	  of	  
male	  respondents	  was	  expected	  due	  to	  the	  higher	  numbers	  of	  male	  snowboarders	  in	  snow	  
sports	  as	  a	  whole.	  The	  most	  common	  States	  that	  respondents	  were	  from	  are	  Vermont	  
(19.10%),	  Massachusetts	  (8.70%),	  and	  New	  York	  (8.30%),	  which	  shows	  that	  the	  sample	  might	  
be	  a	  bit	  skewed	  in	  opinions	  that	  may	  be	  typical	  of	  the	  North	  Eastern	  United	  States.	  
Respondents	  ranged	  in	  age,	  from	  18-­‐41,	  with	  the	  largest	  amount	  of	  respondents	  being	  in	  the	  
18-­‐21	  range	  (53.4%).	  The	  age	  range	  of	  respondents	  is	  representative	  of	  the	  millennial	  segment.	  	  
Table	  2:	  Do	  you	  consider	  yourself	  a	  snowboarder?	  
	  
Table	  2	  shows	  that	  our	  respondents	  were	  near	  evenly	  split	  between	  male	  snowboarders	  
and	  female	  snowboarders.	  In	  response	  to	  the	  survey,	  93.9%	  of	  females	  answered,	  “yes”	  to	  “Do	  
you	  consider	  yourself	  a	  snowboarder?”	  In	  response	  to	  the	  same	  question,	  88%	  of	  males	  
answered	  “yes.”	  Only	  6.1%	  of	  female	  respondents	  and	  12%	  of	  male	  respondents	  did	  not	  qualify	  
for	  the	  survey.	  	  
	  
	  
What	  is	  your	  gender?	  *	  Do	  you	  consider	  yourself	  a	  snowboarder?	  










	   	   YES	   NO	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Table	  3:	  How	  long	  have	  you	  been	  snowboarding?	  	  
How	  long	  have	  you	  been	  snowboarding?	  (years)	  *	  What	  is	  your	  gender?	  	  
	  
What	  is	  your	  gender?	  
MALE	   FEMALE	  
1-­‐5	  years	   17	   28	  
17.9%	   30.8%	  
6-­‐10	  years	   46	   42	  
48.4%	   46.2%	  
11-­‐15	  years	   22	   20	  
23.2%	   22.0%	  
16-­‐20	  years	   7	   1	  
7.4%	   1.1%	  
21-­‐25	  years	   3	   0	  
3.2%	   0.0%	  
	  
The	  participants	  are	  described	  by	  how	  long	  they	  have	  been	  snowboarding	  and	  their	  
gender	  in	  Table	  3.	  As	  shown,	  the	  majority	  of	  male	  respondents	  (71.6%)	  have	  been	  
snowboarding	  between	  6	  and	  15	  years.	  Contrasted	  by	  the	  female	  respondents,	  most	  have	  been	  
snowboarding	  between	  1	  and	  10	  years	  (77%).	  This	  may	  indicate	  that	  when	  the	  sport	  was	  in	  
earlier	  stages,	  less	  females	  were	  entering	  to	  participate,	  and	  therefore	  have	  only	  started	  to	  
participate	  in	  more	  recent	  years.	  This	  also	  shows	  that	  the	  majority	  of	  males	  have	  been	  
snowboarding	  for	  longer,	  so	  are	  more	  experienced	  snowboarders	  than	  the	  majority	  of	  females.	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Table	  4:	  How	  often	  do	  you	  snowboard	  on	  average	  during	  a	  season?	  	  
How	  often	  do	  you	  snowboard	  on	  average	  during	  a	  season?	  (Please	  check	  only	  one)	  *	  	  
What	  is	  your	  gender?	  	  
	  
What	  is	  your	  gender?	  
MALE	   FEMALE	  
Less	  than	  once	  a	  season	   1	   0	  
1.1%	   0.0%	  
Once	  or	  twice	  a	  season	   1	   2	  
1.1%	   2.2%	  
3	  to	  5	  times	  a	  season	   7	   9	  
7.4%	   9.9%	  
6	  to	  30	  times	  a	  season	   48	   49	  
50.5%	   53.8%	  
31	  to	  50	  times	  a	  season	   23	   14	  
24.2%	   15.4%	  
51	  or	  more	  times	  a	  season	   15	   17	  
15.8%	   18.7%	  
	  
	  Table	  4	  shows	  the	  participant	  make-­‐up	  between	  how	  often	  these	  snowboarders	  are	  
going	  to	  the	  mountain	  given	  their	  gender.	  The	  majority	  of	  respondents,	  male	  or	  female,	  are	  
riding	  between	  6	  to	  30	  times	  a	  season,	  with	  little	  difference	  by	  gender.	  The	  number	  of	  times	  
that	  a	  snowboarder	  snowboards	  on	  average	  during	  a	  season	  can	  indicate	  the	  type	  of	  
snowboarder	  they	  are,	  casual	  versus	  core.	  Transworld	  Business	  defines	  the	  core	  participant	  to	  
be	  someone	  who	  participates	  reliably	  multiple	  times	  a	  season,	  indicating	  the	  majority	  of	  the	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Table	  5:	  How	  did	  you	  acquire	  your	  primary	  snowboard?	  	  
How	  did	  you	  acquire	  your	  primary	  snowboard?	  (Please	  check	  only	  one)	  *	  	  
What	  is	  your	  gender?	  	  
	  
What	  is	  your	  gender?	  
MALE	   FEMALE	  
Other	  (please	  specify)	   11	   15	  
11.6%	   16.5%	  
It	  was	  a	  gift	   15	   15	  
15.8%	   16.5%	  
I	  purchased	  it	  from	  a	  local	  snowboard	  shop	   27	   31	  
28.4%	   34.1%	  
I	  purchased	  it	  at	  a	  summer	  sale	   13	   8	  
13.7%	   8.8%	  
I	  purchased	  it	  online	   13	   9	  
13.7%	   9.9%	  
Proform	  deal	  /	  industry	  or	  shop	  discount	   11	   7	  
11.6%	   7.7%	  
I	  am	  sponsored,	  so	  it	  was	  given	  to	  me	   5	   6	  
5.3%	   6.6%	  
	  
	   Table	  5	  shows	  that	  there	  is	  little	  difference	  between	  how	  male	  and	  female	  respondents	  
acquired	  their	  primary	  snowboard.	  Both	  the	  majority	  of	  male	  respondents	  (28.4%)	  and	  female	  
respondents	  (34.1%)	  purchased	  their	  primary	  snowboard	  from	  a	  local	  snowboard	  shop.	  The	  
second	  most	  common	  choice	  for	  males	  (15.8%)	  and	  females	  (16.5%)	  was	  that	  it	  was	  a	  gift.	  By	  
knowing	  that	  most	  of	  the	  respondents,	  regardless	  of	  gender,	  are	  purchasing	  their	  snowboards	  
from	  a	  local	  snowboard	  shop,	  brands	  can	  tailor	  their	  marketing	  strategies	  to	  reach	  both	  males	  
and	  females	  through	  the	  same	  channel,	  and	  segment	  how	  they	  reach	  these	  consumers	  within	  
the	  channel.	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Table	  6:	  Factors	  affecting	  snowboard	  choice	  //	  GRAPHICS	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  
affecting	  your	  decision?	  
	   Very	  
unimportant	  
Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
The	  graphics	  on	  the	  snowboard	  




























The	  graphics	  on	  the	  board	  fit	  my	  personality	  





























	   Table	  6	  represents	  the	  importance	  of	  graphics	  when	  respondents	  are	  choosing	  a	  
snowboard.	  As	  represented	  in	  the	  table,	  75.9%	  of	  female	  respondents	  think	  the	  graphics	  on	  the	  
snowboard	  are	  between	  somewhat	  important	  and	  very	  important	  in	  affecting	  their	  decision	  to	  
purchase.	  Only	  59%	  of	  male	  respondents	  think	  the	  graphics	  are	  between	  somewhat	  important	  
and	  very	  important.	  When	  considering	  how	  the	  graphics	  fit	  their	  personality,	  60.5%	  of	  female	  
respondents	  think	  that	  “the	  graphics	  on	  the	  board	  fit	  my	  personality”	  is	  between	  somewhat	  
important	  and	  very	  important	  in	  affecting	  their	  decision	  to	  choose	  a	  snowboard.	  Only	  38.7%	  of	  
male	  respondents	  feel	  the	  same	  way.	  This	  indicates	  that	  snowboard	  brands	  may	  need	  to	  focus	  
more	  on	  graphics	  when	  developing	  their	  snowboards	  for	  women	  versus	  men.	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Table	  7:	  Factors	  affecting	  snowboard	  choice	  //	  BOARD	  SPECIFICS	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  
affecting	  your	  decision?	  
	   Very	  
unimportant	  
Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
The	  board	  shape	  (i.e.	  is	  it	  camber,	  reverse	  camber,	  flat,	  etc.)	  
























The	  board	  flex	  

























	   Table	  7	  shows	  that,	  when	  choosing	  a	  snowboard,	  there	  is	  little	  difference	  between	  
gender	  on	  the	  importance	  of	  the	  qualities	  of	  the	  snowboard,	  in	  terms	  of	  board	  shape	  and	  the	  
board	  flex.	  About	  half	  of	  male	  respondents	  (55.8%)	  and	  female	  respondents	  (51.6%)	  think	  that	  
the	  board	  shape	  is	  very	  important	  in	  affecting	  their	  decision	  to	  choose	  a	  snowboard.	  In	  terms	  of	  
the	  board	  flex,	  41.1%	  of	  males	  and	  44%	  of	  females	  think	  it	  is	  very	  important	  to	  their	  decision.	  
These	  measures	  show	  that	  snowboard	  brands	  need	  to	  put	  the	  board	  shape	  and	  the	  board	  flex	  
into	  high	  consideration	  when	  developing	  products	  for	  their	  consumers,	  regardless	  of	  gender.	  
Since	  these	  measures	  do	  not	  vary	  for	  males	  or	  females,	  brands	  need	  to	  ensure	  that	  both	  female	  
specific	  snowboards	  and	  male	  specific	  snowboards	  are	  meeting	  their	  target	  segments’	  needs	  
and	  preferences	  adequately.	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Table	  8:	  Factors	  affecting	  snowboard	  choice	  //	  COMPANY	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  
affecting	  your	  decision?	  
	   Very	  
unimportant	  
Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
The	  company	  that	  makes	  the	  snowboard	  





























	   As	  shown	  in	  Table	  8,	  majority	  of	  respondents,	  regardless	  of	  gender,	  think	  the	  company	  
that	  makes	  the	  snowboard	  is	  between	  somewhat	  important	  or	  important	  when	  choosing	  a	  
snowboard.	  Split	  by	  gender,	  57.9%	  of	  males	  think	  that	  the	  company	  that	  makes	  the	  snowboard	  
is	  a	  somewhat	  important	  or	  important	  factor,	  and	  60.5%	  of	  females	  feel	  the	  same	  way.	  
Snowboard	  brands	  should	  take	  this	  into	  consideration	  when	  building	  a	  brand	  or	  company	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Table	  9:	  Factors	  affecting	  snowboard	  choice	  //	  LOCAL	  or	  ONLINE	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  
affecting	  your	  decision?	  
	   Very	  
unimportant	  
Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
It	  is	  available	  at	  my	  local	  snowboard	  shop	  




























I	  can	  find	  it	  easily	  online	  





























	   In	  Table	  9,	  factors	  that	  affect	  snowboard	  choice	  in	  terms	  of	  where	  the	  snowboard	  is	  
found,	  whether	  online	  or	  it	  is	  available	  at	  a	  local	  snowboard	  shop,	  are	  detailed	  by	  importance	  
for	  males	  and	  females.	  For	  males	  (47.2%)	  and	  females	  (47.8%)	  “it	  is	  available	  at	  my	  local	  
snowboard	  shop,”	  is	  between	  somewhat	  and	  very	  important	  as	  a	  factor	  affecting	  their	  choice.	  
When	  looking	  “I	  can	  find	  it	  easily	  online,”	  only	  32.6%	  of	  males	  and	  28.6%	  of	  females	  feel	  that	  
the	  factor	  is	  between	  somewhat	  and	  very	  important.	  Respondents	  are	  more	  concerned	  with	  
finding	  their	  snowboard	  at	  a	  local	  shop,	  than	  online,	  regardless	  of	  gender,	  which	  should	  impact	  
snowboard	  company	  marketing	  decisions.	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Table	  10:	  Factors	  affecting	  snowboard	  choice	  //	  MITIGATING	  RISK	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  
affecting	  your	  decision?	  
	   Very	  
unimportant	  
Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
I	  can	  get	  a	  good	  deal	  /	  discounted	  price	  




























There	  is	  a	  guarantee	  on	  the	  snowboard	  




























I	  was	  able	  to	  demo	  the	  board	  before	  purchase	  





























	   As	  shown	  above,	  Table	  10	  represents	  three	  different	  factors	  that	  help	  mitigate	  risk	  
when	  choosing	  a	  snowboard:	  “I	  can	  get	  a	  good	  deal	  /	  discounted	  price,”	  “There	  is	  a	  guarantee	  
on	  the	  snowboard,”	  and	  “I	  was	  able	  to	  demo	  the	  board	  before	  purchase.”	  These	  factors	  can	  
help	  decrease	  or	  mitigate	  risk	  when	  choosing	  a	  snowboard	  by	  lowering	  the	  cost	  that	  the	  
participant	  would	  need	  to	  pay	  for	  the	  snowboard,	  getting	  a	  guarantee	  in	  case	  the	  snowboard	  is	  
to	  break	  or	  become	  damaged,	  and	  being	  able	  to	  demo	  or	  try	  the	  board	  to	  really	  decide	  if	  they	  
like	  it	  before	  purchase.	  When	  looking	  at	  the	  ability	  to	  get	  a	  good	  deal	  or	  discounted	  price,	  
	   //36	  
85.3%	  of	  males	  feel	  that	  this	  is	  between	  somewhat	  important	  and	  very	  important	  in	  affecting	  
their	  choice.	  The	  majority	  of	  female	  respondents	  (82.5%)	  feel	  the	  same	  way.	  That	  there	  is	  a	  
guarantee	  on	  the	  snowboard	  is	  less	  of	  an	  important	  factor	  to	  respondents;	  60.4%	  of	  males	  and	  
60.5%	  of	  females	  feel	  that	  this	  is	  between	  somewhat	  and	  very	  important.	  Being	  able	  to	  demo	  
the	  board	  before	  purchase	  is	  the	  least	  important	  factor;	  33.6%	  of	  male	  respondents	  and	  41.8%	  
of	  female	  respondents	  feel	  the	  same	  way.	  To	  female	  respondents,	  the	  ability	  to	  demo	  the	  
board	  is	  a	  more	  common	  important	  factor.	  When	  considering	  the	  ways	  to	  encourage	  purchase,	  
snowboard	  companies	  can	  look	  to	  increase	  ways	  to	  offer	  better	  prices	  and	  guarantees,	  knowing	  
this	  information.	  To	  encourage	  more	  women	  to	  choose	  snowboards,	  it	  may	  be	  helpful	  to	  offer	  
more	  chances	  to	  get	  to	  try	  the	  board	  before	  purchase.	  
Table	  11:	  Factors	  affecting	  snowboard	  choice	  //	  ATHLETES	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  
affecting	  your	  decision?	  
	   Very	  
unimportant	  
Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
A	  professional	  snowboarder	  /	  snowboarder	  I	  look	  up	  to	  rides	  the	  board	  




























The	  snowboard	  company	  sponsors	  athletes	  I	  like	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   Table	  11	  shows	  that	  respondents,	  regardless	  of	  gender,	  do	  not	  rate	  professional	  
athletes	  and	  sponsorship	  very	  high	  as	  factors	  that	  affect	  their	  snowboard	  choice.	  For	  males,	  
66%	  think	  a	  professional	  snowboarder/snowboarder	  that	  is	  looked	  up	  to	  is	  between	  very	  
unimportant	  and	  somewhat	  unimportant.	  For	  the	  same	  factor,	  61.6%	  of	  females	  feel	  that	  it	  is	  
between	  very	  unimportant	  and	  somewhat	  unimportant	  in	  affecting	  their	  choice.	  When	  
considering	  that	  the	  snowboard	  company	  sponsors	  athletes,	  52.1%	  of	  males	  and	  45.1%	  of	  
females	  answered	  that	  it	  is	  between	  very	  unimportant	  and	  somewhat	  unimportant	  in	  affecting	  
their	  choice.	  For	  snowboard	  brands,	  this	  indicates	  that	  this	  may	  not	  be	  an	  important	  factor	  in	  
their	  marketing	  strategies	  when	  trying	  to	  connect	  and	  communicate	  with	  snowboarders,	  
regardless	  of	  gender,	  and	  marketing	  dollars	  may	  be	  better	  spent	  on	  other	  factors.	  
Table	  12:	  Factors	  affecting	  snowboard	  choice	  //	  FAMILY	  +	  FRIENDS	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  
affecting	  your	  decision?	  
	   Very	  
unimportant	  
Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
What	  friends	  think	  of	  the	  snowboard	  




























Other	  friends	  /	  family	  have	  a	  good	  experience	  with	  the	  snowboard	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   The	  impact	  of	  family	  or	  friends	  on	  snowboard	  choice	  by	  gender	  is	  displayed	  in	  Table	  12.	  	  
As	  illustrated,	  67.3%	  of	  male	  and	  61.6%	  of	  female	  respondents	  think	  that	  what	  friends	  think	  of	  
the	  snowboard	  is	  between	  very	  unimportant	  and	  somewhat	  important.	  However,	  word	  of	  
mouth	  may	  impact	  snowboard	  choice	  among	  this	  group,	  with	  53.2%	  of	  male	  and	  52.7%	  of	  
female	  respondents	  stating	  that	  other	  friends/family	  have	  a	  good	  experience	  with	  the	  
snowboard	  is	  between	  somewhat	  and	  very	  important	  as	  a	  factor.	  
Table	  13:	  Factors	  affecting	  snowboard	  choice	  //	  REVIEWS	  +	  RECOMMENDATIONS	  	  
What	  is	  your	  gender?	  *	  When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  are	  important	  in	  




Unimportant	   Somewhat	  
Unimportant	  
Neutral	   Somewhat	  
important	  
Important	   Very	  
important	  
There	  are	  numerous	  positive	  online	  reviews	  	  




























The	  board	  is	  featured	  in	  snowboard	  magazines	  (such	  as	  TransWorld	  SNOWboarding,	  Snowboarder,	  
etc.)	  




























The	  employees	  at	  my	  local	  shop	  recommend	  it	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Table	  13	  illustrates	  that	  online	  reviews	  make	  an	  impact	  in	  affecting	  their	  snowboard	  
choice.	  When	  considering	  whether	  there	  are	  numerous	  online	  positive	  reviews	  as	  a	  factor	  
affecting	  their	  decision	  in	  choosing	  a	  snowboard,	  67.4%	  of	  males	  and	  73.7%	  of	  females	  rated	  it	  
between	  somewhat	  important	  and	  very	  important.	  On	  the	  contrary,	  only	  26.3%	  of	  males	  and	  
30%	  of	  females	  think	  the	  board	  being	  featured	  in	  snowboard	  magazines	  is	  between	  somewhat	  
important	  and	  very	  important	  in	  affecting	  their	  decision.	  	  
Whether	  employees	  at	  a	  local	  shop	  recommend	  the	  product	  differs	  on	  importance	  for	  
males	  in	  females.	  For	  this	  factor,	  74.8%	  of	  female	  respondents	  and	  57.4%	  of	  male	  respondents	  
feel	  that	  it	  is	  between	  somewhat	  and	  very	  important	  in	  affecting	  their	  decision.	  	  
Taking	  all	  of	  these	  factors	  into	  account,	  males	  and	  females	  most	  heavily	  base	  their	  
decisions	  on	  online	  reviews	  and	  employees	  at	  local	  snowboard	  shops.	  However,	  brands	  should	  
consider	  that	  females	  are	  relying	  more	  heavily	  on	  employees	  when	  purchasing,	  which	  may	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Table	  14:	  Levels	  of	  Agreement	  //	  BRANDS	  
What	  is	  your	  gender?	  *	  Please	  rate	  your	  level	  of	  agreement	  with	  the	  following	  statements?	  
	   Strongly	  Disagree	   Disagree	   Neither	   Agree	   Strongly	  Agree	  
Advertised	  brands	  are	  better	  than	  those	  that	  are	  not	  advertised	  




















Quality	  products	  are	  made	  by	  well-­‐known	  companies	  




















I	  prefer	  a	  certain	  brand	  of	  most	  products	  I	  buy	  or	  use	  




















I	  don’t	  care	  about	  the	  brand	  of	  most	  products	  I	  buy	  or	  use	  




















Brand-­‐name	  products	  work	  better	  than	  “off-­‐brands”	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Table	  14	  represents	  the	  level	  of	  agreement	  of	  respondents	  to	  statements	  related	  to	  
brands.	  The	  majority	  of	  respondents,	  50.5%	  of	  males	  and	  46.2%	  of	  respondents	  neither	  agree	  
nor	  disagree	  with	  “advertised	  brands	  are	  better	  than	  those	  that	  are	  not	  advertised.”	  However,	  
the	  majority	  of	  male	  respondents	  (35.8%)	  and	  female	  respondents	  (45.6%)	  agree	  with	  “quality	  
products	  are	  made	  by	  well-­‐known	  companies,”	  which	  indicates	  the	  importance	  of	  making	  a	  
company	  well-­‐known	  to	  have	  a	  reputation	  of	  quality	  products.	  Most	  respondents	  agree	  with	  “I	  
prefer	  a	  certain	  brand	  of	  most	  products	  I	  buy	  or	  use,”	  with	  55.3%	  of	  males	  and	  54.9%	  of	  
females	  choosing	  that	  answer.	  In	  addition,	  when	  considering	  “I	  don’t	  care	  about	  the	  brand	  of	  
most	  products	  I	  buy	  or	  use,”	  the	  majority	  of	  respondents	  disagree,	  with	  44.1%	  of	  males	  and	  
38.9%	  of	  females	  disagreeing	  with	  that	  statement.	  Given	  these	  levels	  of	  agreement,	  regardless	  
of	  gender,	  these	  respondents	  can	  be	  considered	  brand	  loyal.	  Therefore,	  companies	  need	  to	  
work	  hard	  to	  gain	  consumers	  for	  their	  brand,	  and	  continuously	  work	  to	  keep	  these	  consumers.	  
On	  the	  contrary,	  brands	  looking	  to	  convert	  consumers	  from	  other	  brands	  will	  have	  a	  hard	  time	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Table	  15:	  Levels	  of	  Agreement	  //	  SNOWBOARD	  BRANDS	  
What	  is	  your	  gender?	  *	  Please	  rate	  your	  level	  of	  agreement	  with	  the	  following	  statements?	  
	   Strongly	  Disagree	   Disagree	   Neither	   Agree	   Strongly	  Agree	  
I	  consider	  myself	  to	  be	  loyal	  to	  one	  brand	  of	  snowboard	  products	  	  




















When	  another	  snowboard	  brand	  is	  on	  sale,	  I	  generally	  purchase	  it	  rather	  than	  my	  usual	  brand	  




















If	  I	  like	  a	  snowboard	  brand,	  I	  rarely	  switch	  from	  it	  just	  to	  try	  something	  different	  




















If	  my	  preferred	  brand	  of	  snowboard	  products	  was	  not	  available	  at	  the	  store,	  it	  would	  make	  little	  
difference	  to	  me	  if	  I	  had	  to	  choose	  another	  brand	  




















When	  purchasing	  snowboard	  products,	  I	  enjoy	  exploring	  several	  different	  alternatives	  or	  brands	  while	  
shopping	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   Table	  15	  shows,	  unlike	  Table	  14,	  that	  within	  snowboard	  brands,	  respondents	  are	  not	  as	  
brand	  loyal.	  The	  majority	  of	  respondents	  (50%	  of	  males	  and	  53.5%	  of	  females)	  strongly	  disagree	  
or	  disagree	  with	  “I	  consider	  myself	  to	  by	  loyal	  to	  one	  brand	  of	  snowboard	  products.”	  The	  
majority	  of	  respondents,	  61%	  of	  male	  respondents	  and	  58.9%	  of	  female	  respondents	  either	  
agree	  or	  strongly	  agree	  with	  “When	  purchasing	  	  snowboard	  products,	  I	  enjoy	  exploring	  several	  
different	  alternatives	  or	  brands	  while	  shopping.”	  Therefore,	  combining	  the	  findings	  from	  Table	  
14	  and	  Table	  15,	  although	  respondents	  may	  be	  brand	  loyal	  when	  considering	  all	  brands,	  
respondents	  are	  not	  as	  brand	  loyal	  for	  snowboard	  specific	  brands.	  This	  does	  not	  vary	  much	  by	  
gender.	  	  
Table	  16:	  Levels	  of	  Agreement	  //	  SNOWBOARD	  PRODUCT	  PRICE	  
What	  is	  your	  gender?	  *	  Please	  rate	  your	  level	  of	  agreement	  with	  the	  following	  statements?	  
	   Strongly	  Disagree	   Disagree	   Neither	   Agree	   Strongly	  Agree	  
Most	  snowboard	  products	  are	  overpriced	  




















Most	  prices	  are	  reasonable	  considering	  the	  cost	  of	  making	  decent	  snowboard	  products	  





















	   Table	  16	  shows	  that	  most	  male	  respondents	  (60%)	  and	  female	  respondents	  (58.3%)	  
either	  agree	  or	  strongly	  agree	  with	  the	  statement	  “Most	  snowboard	  products	  are	  overpriced.”	  
In	  response	  to	  “Most	  prices	  are	  reasonable	  considering	  the	  cost	  of	  making	  decent	  snowboard	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products,”	  43.6%	  of	  males	  and	  44.4%	  of	  females	  neither	  agree	  nor	  disagree.	  This	  indicates	  that,	  
regardless	  of	  gender,	  most	  snowboarders	  feel	  that	  the	  snowboard	  products	  are	  overpriced,	  and	  
the	  cost	  of	  making	  decent	  snowboard	  products	  does	  not	  factor	  into	  this	  perception.	  
Table	  16:	  Levels	  of	  Agreement	  //	  SNOWBOARD	  PRODUCTS	  
What	  is	  your	  gender?	  *	  Please	  rate	  your	  level	  of	  agreement	  with	  the	  following	  statements?	  
	   Strongly	  Disagree	   Disagree	   Neither	   Agree	   Strongly	  Agree	  
Most	  snowboard	  products	  are	  not	  as	  durable	  as	  they	  should	  be	  




















In	  general,	  I	  am	  satisfied	  about	  most	  snowboard	  products	  I	  buy	  




















I	  will	  actively	  seek	  out	  specific	  snowboard	  products	  





















	   When	  looking	  further	  at	  snowboard	  products,	  males	  and	  females	  are	  pretty	  varied	  on	  
their	  agreement	  with	  “Most	  snowboard	  products	  are	  not	  as	  durable	  as	  they	  should	  be,”	  as	  
Table	  16	  represents.	  However,	  80%	  of	  males	  and	  87.9%	  of	  females	  either	  agree	  or	  strongly	  
agree	  with	  “In	  general,	  I	  am	  satisfied	  about	  most	  snowboard	  products	  I	  buy.”	  This	  indicates	  that	  
males	  and	  females,	  and	  even	  more	  so	  females,	  are	  satisfied	  with	  their	  snowboard	  products.	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Even	  further,	  66.3%	  of	  males	  and	  67.4%	  of	  females	  either	  agree	  or	  strongly	  agree	  with	  “I	  will	  
actively	  seek	  out	  specific	  snowboard	  products.”	  These	  factors	  don’t	  vary	  by	  gender,	  and	  
indicate	  that	  the	  majority	  of	  snowboarders	  are	  actively	  seeking	  out	  specific	  snowboard	  
products,	  and	  are	  also	  satisfied	  with	  most	  snowboard	  products	  they	  buy.	  	  
Table	  17:	  Levels	  of	  Agreement	  //	  MEN	  +	  WOMEN	  SNOWBOARD	  PRODUCTS	  
What	  is	  your	  gender?	  *	  Please	  rate	  your	  level	  of	  agreement	  with	  the	  following	  statements?	  
	   Strongly	  Disagree	   Disagree	   Neither	   Agree	   Strongly	  Agree	  
Most	  women	  can	  use	  men’s	  snowboard	  products	  




















Men’s	  snowboard	  products	  are	  better	  than	  women’s	  snowboard	  products	  





















	   Table	  17	  shows	  the	  levels	  of	  agreement	  on	  statements	  related	  to	  men’s	  and	  women’s	  
snowboard	  products.	  When	  looking	  at	  “Men’s	  snowboard	  products	  are	  better	  than	  women’s	  
snowboard	  products,”	  50%	  of	  male	  respondents	  neither	  agree	  nor	  disagree	  with	  the	  statement.	  
However,	  38.5%	  of	  female	  respondents	  agree	  or	  strongly	  agree	  with	  the	  statement.	  This	  may	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Table	  18:	  Levels	  of	  Agreement	  //	  CONFIDENCE	  	  
What	  is	  your	  gender?	  *	  Please	  rate	  your	  level	  of	  agreement	  with	  the	  following	  statements?	  
	   Strongly	  Disagree	   Disagree	   Neither	   Agree	   Strongly	  Agree	  
Snowboarding	  gives	  me	  confidence	  





















	   Table	  18	  shows	  that	  both	  male	  and	  female	  respondents	  agree	  that	  with	  the	  statement	  
“snowboarding	  gives	  me	  confidence.”	  When	  looking	  at	  the	  levels	  of	  agreement	  for	  this	  
statement,	  less	  than	  five	  percent	  of	  both	  male	  respondents	  and	  female	  respondents	  disagree	  or	  
strongly	  disagree	  with	  that	  statement.	  This	  indicates	  that,	  regardless	  of	  gender,	  snowboarding	  
helps	  build	  confidence	  in	  those	  who	  participate,	  and	  brands	  can	  use	  this	  in	  their	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Table	  19:	  Levels	  of	  Agreement	  //	  SNOWBOARDING	  ADVERTISEMENTS	  
What	  is	  your	  gender?	  *	  Please	  rate	  your	  level	  of	  agreement	  with	  the	  following	  statements?	  
	   	  Snowboard	  ads	  usually	  catch	  my	  interest	  




















	   	   I	  pay	  close	  attention	  to	  snowboard	  ads	  




















Most	  snowboard	  advertising	  provides	  consumers	  with	  essential	  information	  




















I	  enjoy	  most	  snowboard	  advertisements	  





















	   The	  respondents’	  levels	  of	  agreement	  with	  various	  statements	  related	  to	  snowboard	  
advertisements	  is	  represented	  in	  Table	  19	  above.	  When	  looking	  at	  the	  differences	  in	  agreement	  
based	  on	  gender	  of	  the	  respondents,	  a	  key	  difference	  between	  genders	  is	  that	  84.5%	  of	  female	  
respondents	  either	  agree	  or	  strongly	  agree	  with	  the	  statement	  “Snowboard	  ads	  usually	  catch	  
my	  interest,”	  whereas	  only	  68.8%	  of	  male	  respondents	  feel	  the	  same	  way.	  For	  the	  statement	  “I	  
pay	  close	  attention	  to	  snowboard	  ads,”	  there	  is	  little	  difference	  in	  response	  between	  gender,	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with	  45.3%	  of	  male	  respondents	  and	  51.7%	  of	  female	  respondents	  either	  choosing	  agree	  or	  
strongly	  agree.	  However,	  considering	  the	  attention	  that	  is	  being	  paid	  to	  snowboard	  
advertisements	  by	  the	  participants,	  only	  16.8%	  of	  males	  and	  18.7%	  of	  females	  either	  agree	  or	  
strongly	  agree	  with	  “Most	  snowboard	  advertising	  provides	  consumers	  with	  essential	  
information.”	  Instead,	  the	  majority	  chooses	  “neither,”	  with	  38.9%	  of	  male	  respondents	  and	  
50.5%	  of	  female	  respondents	  feeling	  this	  way.	  At	  first	  glance,	  this	  may	  seem	  like	  an	  issue	  in	  
advertising	  within	  the	  industry.	  But,	  when	  taking	  into	  account	  the	  responses	  to	  “I	  enjoy	  most	  
snowboard	  advertisements,”	  with	  59.6%	  of	  males	  and	  67.1%	  of	  females	  either	  agreeing	  or	  
strongly	  agreeing	  with	  the	  statement,	  this	  does	  not	  suggest	  a	  big	  issue	  for	  snowboard	  brands.	  
Due	  to	  the	  nature	  of	  the	  sport	  and	  advertising	  related	  to	  it,	  the	  lack	  of	  information	  included	  in	  
advertisements	  may	  be	  the	  standard	  and	  expected	  by	  consumers.	  Furthermore,	  it	  is	  important	  
to	  note	  that	  84.5%	  of	  female	  respondents	  agree	  or	  strongly	  agree	  with	  “Snowboarding	  ads	  
usually	  catch	  my	  interest,”	  but	  67.1%	  of	  females	  either	  agree	  or	  strongly	  agree	  with	  “I	  enjoy	  
most	  snowboard	  advertisements.”	  Since	  a	  lower	  percentage	  of	  respondents	  are	  not	  agreeing	  
with	  the	  latter	  statement,	  brands	  within	  the	  industry	  may	  want	  to	  segment	  their	  advertising	  to	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Table	  20:	  Information	  Finding	  for	  Snowboard	  Products	  
Where	  do	  you	  most	  often	  find	  information	  on	  what	  type	  of	  snowboard	  products	  to	  
purchase?	  *	  What	  is	  your	  gender?	  	  
	  
What	  is	  your	  gender?	  
MALE	   FEMALE	  
Other	  (please	  specify)	   5	   4	  
5.3%	   4.5%	  
Online	   42	   39	  
44.2%	   43.8%	  
Local	  Shops	   17	   18	  
17.9%	   20.2%	  
Magazines	   4	   3	  
4.2%	   3.4%	  
Company	  (directly)	   7	   0	  
7.4%	   0.0%	  
Sales	  Representatives	   1	   4	  
1.1%	   4.5%	  
Friends/family	   19	   21	  
20.0%	   23.6%	  
	  
	   Table	  20	  represents	  the	  responses	  to	  “Where	  do	  you	  most	  often	  find	  information	  on	  
what	  type	  of	  snowboard	  products	  to	  purchase?”	  by	  gender.	  As	  represented	  in	  the	  table,	  
regardless	  of	  gender,	  the	  most	  common	  source	  of	  information	  is	  “Online.”	  As	  a	  source	  of	  
information,	  44.2%	  of	  male	  respondents	  and	  43.8%	  of	  female	  respondents	  chose	  online	  as	  their	  
most	  often	  influential	  source	  of	  information.	  The	  second	  most	  popular	  sources	  are	  local	  shops,	  
with	  17.9%	  of	  male	  respondents	  and	  20.2%	  of	  female	  respondents	  choosing	  this	  source.	  The	  
third	  is	  friends/family,	  with	  20%	  of	  male	  respondents	  and	  23.6%	  of	  female	  respondents	  
choosing	  that	  source	  as	  the	  most	  influential	  one.	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Table	  21:	  Best	  Way	  for	  Snowboard	  Brands	  to	  Communicate	  
What	  is	  the	  best	  way	  that	  snowboard	  companies	  /	  brands	  can	  communicate	  with	  you?	  
(Please	  check	  only	  one)	  *	  What	  is	  your	  gender?	  	  
	  
What	  is	  your	  gender?	  
MALE	   FEMALE	  
Other	  (please	  specify)	   3	   0	  
3.2%	   0.0%	  
Social	  Media	   36	   39	  
37.9%	   42.9%	  
Through	  the	  company	  /	  brand	  website	   9	   9	  
9.5%	   9.9%	  
TV	  Advertising	   2	   1	  
2.1%	   1.1%	  
Through	  snowboard	  specific	  websites	  	  
(i.e.	  Snowboarder.com)	  
16	   2	  
16.8%	   2.2%	  
E-­‐mail	  messages	   6	   10	  
6.3%	   11.0%	  
Print	  advertisements	  in	  snowboard	  magazines	   2	   4	  
2.1%	   4.4%	  
Text	  messages	   1	   0	  
1.1%	   0.0%	  
Through	  placement	  in	  local	  shops	   8	   13	  
8.4%	   14.3%	  
Event	  sponsorship	   7	   10	  
7.4%	   11.0%	  
Athlete	  sponsorship	   5	   3	  
5.3%	   3.3%	  
	  
	   Table	  21	  displays	  the	  responses	  to	  the	  question	  “What	  is	  the	  best	  way	  that	  snowboard	  
companies/brands	  can	  communicate	  with	  you?”	  by	  gender.	  As	  represented	  in	  the	  table,	  the	  
most	  common	  choice	  is	  social	  media;	  37.9%	  of	  males	  and	  42.9%	  of	  females	  choose	  social	  media	  
as	  the	  best	  way	  for	  brands	  to	  communicate	  with	  them.	  The	  next	  common	  choices	  differ	  for	  
males	  and	  females.	  The	  second	  most	  common	  choice	  for	  males	  is	  snowboard	  specific	  websites,	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with	  16.8%	  of	  males	  choosing	  that	  as	  the	  best	  way.	  Females,	  however,	  have	  a	  stronger	  
preference	  with	  communicating	  through	  placement	  in	  local	  shops,	  with	  14.3%	  of	  female	  
respondents	  feeling	  that	  way.	  Only	  8.4%	  of	  male	  respondents	  think	  that	  placement	  in	  local	  
shops	  is	  the	  best	  way	  to	  communicate	  with	  them.	  Brands	  in	  the	  snowboard	  industry	  should	  
take	  this	  information	  into	  account	  when	  trying	  to	  reach	  the	  different	  segments	  of	  snowboard	  
consumers,	  putting	  the	  strongest	  emphasis	  on	  social	  media	  communications,	  and	  perhaps	  
putting	  a	  stronger	  emphasis	  on	  connecting	  with	  the	  female	  consumer	  through	  local	  shops.	  	  
	  
What	  do	  you	  think	  about	  the	  current	  way	  that	  snowboard	  companies	  /	  brands	  communicate	  
with	  you?	  //	  OPEN-­‐ENDED	  RESPONSE	  
	   Looking	  deeper	  at	  the	  way	  that	  brands	  in	  the	  snowboard	  industry	  are	  communicating	  
with	  their	  consumers,	  the	  open-­‐ended	  question	  “What	  do	  you	  think	  about	  the	  current	  way	  that	  
snowboard	  companies/brands	  communicate	  with	  you?”	  was	  included	  in	  the	  questionnaire.	  	  
Identifying	  common	  female	  responses,	  themes	  included	  that	  brands	  were	  not	  communicating	  
with	  them,	  they	  had	  no	  opinion,	  or	  they	  did	  not	  know	  since	  they	  did	  not	  feel	  they	  were	  being	  
communicated	  with.	  Other	  responses	  were	  frustrated	  with	  the	  presentation	  of	  women	  or	  
women’s	  products,	  or	  lack	  thereof,	  or	  that	  most	  communication	  is	  geared	  toward	  men.	  Some	  
quotes	  that	  represent	  the	  female	  responses:	  
• “I	  would	  not	  say	  that	  any	  snowboard	  companies/brands	  actively	  communicate	  with	  me”	  
• “I	  feel	  frustrated	  that	  many	  snowboarding	  companies	  will	  present	  women’s	  gear	  as	  part	  
of	  an	  ‘outfit’	  and	  is	  less	  focused	  on	  durability	  e.g.	  white	  snowboard	  boots”	  
• “Mostly	  geared	  toward	  men”	  
• “I	  think	  that	  they	  don’t	  communicate	  enough	  and	  that	  there	  are	  not	  enough	  female-­‐
oriented	  companies	  out	  there”	  
• “As	  a	  female	  snowboarder,	  I	  think	  most	  companies	  are	  not	  focused	  on	  appealing	  to	  
women	  besides	  Burton’s	  bindings	  that	  have	  the	  truefit	  design	  made	  to	  fit	  a	  women’s	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body,	  but	  from	  the	  advertising	  perspective,	  they	  definitely	  don’t	  appeal	  to	  most	  women	  
(most	  women	  don’t	  even	  know	  that	  the	  truefit	  technology	  exists).”	  
• “I	  feel	  that	  most	  companies/brands	  focus	  on	  men	  rather	  than	  women	  which	  I	  hate.	  I	  
generally	  prefer	  men’s	  products	  but	  they	  do	  not	  fit/work	  well	  for	  me”	  
• “My	  one	  complaint	  is	  how	  many	  ads	  are	  geared	  towards	  guys.	  There	  used	  to	  be	  some	  
super	  derogatory	  ads	  in	  TWSnow	  but	  after	  complaints,	  that	  has	  mostly	  changed”	  
• “It	  doesn’t	  happen	  that	  often”	  
• “Brands	  market	  to	  men,	  100%.	  They	  get	  the	  cool	  designs	  and	  because	  I’m	  short	  and	  the	  
men’s	  boards	  are	  stiffer	  I	  have	  to	  stick	  to	  women’s”	  
• “I	  get	  frustrated	  with	  some	  of	  the	  style	  graphics	  presented	  being	  too	  girly	  or	  too	  guyish,	  
I’d	  like	  a	  nice	  neutral	  gender	  board”	  
• “As	  long	  as	  companies	  consider	  that	  there	  are	  snowboarders	  of	  diverse	  demographics	  I	  
think	  they	  can	  communicate	  well”	  	  
Male	  responses,	  on	  the	  other	  hand,	  are	  completely	  focused	  on	  companies	  doing	  a	  good	  or	  
adequate	  job	  at	  communicating	  with	  them.	  They	  are	  focused	  on	  the	  visual	  aspect	  of	  
communication,	  with	  videos,	  graphics,	  and	  great	  photos,	  and	  often	  point	  to	  the	  sponsoring	  of	  
snowboard	  movies	  as	  an	  example.	  Some	  male	  quotes	  representing	  these	  responses	  are:	  
• “No	  problem	  with	  it”	  
• “If	  its	  not	  broken,	  don’t	  fix	  it”	  
• “I	  think	  that	  snowboards	  brands	  communicate	  pretty	  well	  with	  me	  in	  the	  way	  that	  
each	  company	  represents	  their	  individual	  feel/lifestyle”	  
• “I	  like	  the	  photography	  and	  graphic	  design	  involved	  in	  most	  snowboard	  
advertisements,	  but	  I	  feel	  that	  they	  could	  provide	  a	  bit	  more	  information	  about	  their	  
products”	  
• I	  like	  it	  –	  through	  magazines,	  videos,	  etc.	  visual	  
• “I	  love	  the	  websites	  and	  edits	  that	  get	  put	  out.	  As	  long	  as	  its	  authentic	  and	  not	  
forced	  its	  ok”	  
	  
Taking	  the	  vast	  differences	  in	  opinion	  about	  the	  way	  female	  and	  male	  respondents	  feel	  
about	  current	  snowboard	  company	  communications,	  brands	  in	  the	  snowboard	  industry	  should	  
focus	  on	  segmenting	  advertising	  and	  marketing	  communications	  to	  better	  fit	  the	  preferences	  of	  
female	  snowboarders	  if	  they	  are	  to	  encourage	  women	  to	  purchase	  their	  brand.	  To	  optimize	  
sales	  from	  the	  crucial	  female	  segment,	  brands	  should	  focus	  on	  gearing	  more	  of	  their	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communications	  towards	  females,	  looking	  at	  the	  great	  number	  of	  respondents	  that	  are	  
unhappy	  with	  current	  communications.	  Whether	  the	  female	  respondent	  thought	  the	  brand	  did	  
not	  communicate	  with	  them,	  or	  was	  frustrated	  by	  the	  male-­‐centric	  communications,	  brands	  
must	  consider	  the	  different	  segments	  that	  they	  need	  to	  reach,	  and	  communicate	  with	  them	  
more	  effectively.	  This	  will	  encourage	  participation	  and	  ultimately	  spending	  behavior	  in	  the	  
industry,	  and	  perhaps	  more	  specifically	  for	  the	  brand.	  





	   //54	  
	   Figure	  1	  is	  a	  word	  cloud	  that	  represents	  the	  most	  common	  responses	  for	  female	  
respondents	  to	  the	  question	  “What	  type	  of	  snowboard	  do	  you	  currently	  use?”	  	  Within	  the	  word	  
cloud,	  the	  larger	  the	  word	  is	  displayed,	  the	  more	  common	  it	  was	  as	  a	  response	  to	  the	  open-­‐
ended	  question.	  As	  represented,	  female	  respondents	  are	  most	  commonly	  using	  Burton	  
snowboards.	  Therefore,	  as	  expected,	  the	  specific	  models	  that	  are	  most	  common	  among	  these	  
females	  the	  Burton	  Feather,	  Burton	  Lux,	  Burton	  Feelgood,	  and	  the	  Burton	  Déjà	  Vu.	  These	  
boards	  vary	  in	  terms	  of	  ability	  level	  and	  type	  of	  riding	  they	  are	  used	  for,	  displaying	  that	  the	  
female	  respondents	  are	  using	  a	  variety	  of	  different	  boards	  for	  different	  riding	  types	  and	  
preferences.	  When	  identifying	  the	  year	  of	  the	  snowboard	  model	  they	  use,	  most	  responses	  were	  
within	  the	  2012-­‐2015	  range,	  indicating	  the	  tendency	  of	  female	  respondents	  to	  have	  more	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   Looking	  at	  the	  male	  responses	  to	  the	  same	  question,	  Figure	  2	  represents	  the	  type	  of	  
snowboards	  most	  commonly	  used	  by	  male	  respondents.	  Not	  so	  different	  from	  female	  
respondents,	  male	  respondents	  are	  most	  commonly	  using	  Burton	  snowboards.	  As	  follows,	  the	  
model	  of	  snowboard	  most	  common	  is	  the	  Custom,	  also	  a	  Burton	  snowboard.	  The	  types	  of	  
snowboards	  represented	  by	  the	  model	  responses,	  similar	  to	  female	  responses,	  represent	  a	  
variety	  of	  different	  types	  of	  riding	  choice	  and	  preference,	  including	  an	  all-­‐mountain	  board,	  the	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Custom,	  as	  the	  most	  popular.	  The	  second	  most	  popular,	  the	  Parkitect,	  is	  a	  park-­‐specific	  
snowboard.	  This	  represents	  that	  the	  male	  respondents	  are	  choosing	  different	  types	  of	  boards	  
to	  meet	  their	  riding	  needs	  and	  preferences.	  Much	  like	  the	  female	  respondents,	  when	  
identifying	  the	  year	  of	  the	  snowboard	  model	  they	  use,	  most	  responses	  were	  within	  the	  2012-­‐
2015	  range,	  indicating	  the	  tendency	  of	  male	  respondents	  to	  also	  have	  more	  current	  models	  of	  
snowboards.	  
Figure	  3:	  Why	  do	  you	  use	  this	  snowboard?	  //	  FEMALE	  
	  
	   Figure	  3	  represents	  the	  most	  common	  female	  responses	  to	  “Why	  do	  you	  use	  this	  
snowboard?”	  Although	  the	  answers	  to	  this	  question	  vary	  greatly,	  common	  responses	  were	  
price-­‐related,	  quoting	  a	  good	  deal	  or	  great	  price,	  the	  “all-­‐mountain”	  quality,	  the	  board	  being	  
“fun,”	  ‘light,”	  “flexible,”	  or	  “easy	  to	  manage,”	  or	  good	  for	  the	  respondents’	  skill	  level.	  Some	  
quotes	  illustrating	  common	  themes	  among	  responses	  are:	  
• “Great	  all	  purpose	  board	  that	  I	  got	  for	  a	  great	  price.”	  
• “It’s	  a	  really	  fun	  all	  around	  board”	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• “Perfect	  for	  all	  mountain	  terrain”	  
• “It	  was	  a	  good	  deal”	  
• “All	  terrain	  and	  it	  was	  a	  good	  sale”	  
• “Great	  edge	  hold.	  Great	  on	  powder	  and	  bombing	  groomer.	  Medium	  flex	  and	  great	  
price”	  
• “It’s	  soft,	  fun,	  playful”	  	  
Figure	  4:	  Why	  do	  you	  use	  this	  snowboard?	  //	  MALE	  
	  	  
	   When	  looking	  at	  the	  male	  respondents’	  responses	  to	  the	  same	  question,	  as	  Figure	  4	  
represents,	  there	  is	  a	  greater	  tendency	  for	  the	  males	  to	  reference	  the	  “all	  mountain”	  aspect,	  
but	  also	  mention	  different	  terrain	  qualities	  of	  the	  board	  they	  use.	  A	  secondary	  theme	  for	  the	  
male	  respondents	  was	  also	  the	  price-­‐related	  factor.	  Men	  references	  stiffness	  of	  the	  board,	  
camber	  and	  shape	  of	  the	  board,	  park	  and	  powder	  riding	  a	  bit	  more	  than	  the	  women	  did,	  and	  
also	  reference	  the	  specific	  type	  of	  riding	  they	  like	  to	  do,	  while	  mentioning	  versatility.	  Some	  
quotes	  that	  represent	  these	  common	  responses	  include:	  
• “It	  is	  really	  fun.	  Regular	  Camber,	  just	  the	  right	  amount	  of	  flex	  and	  responsiveness”	  
• “A	  little	  stiffer	  for	  bigger	  jumps	  and	  bigger	  mountain	  riding,	  but	  still	  got	  the	  rocker	  to	  
float	  in	  the	  powder	  and	  make	  it	  a	  little	  playful.	  Super	  fun	  all	  around	  board”	  
• “It	  is	  an	  all	  mountain	  board	  and	  I	  got	  it	  on	  sale”	  
• “It	  feels	  good	  to	  ride,	  fun	  in	  powder	  and	  jumps.	  All	  around	  sweet	  board”	  
• “Great	  overall	  performance,	  dependable,	  affordable”	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Tale	  20:	  Type	  of	  Snowboard	  vs.	  Favorite	  Snowboard	  Company	  //	  MALE	  +	  FEMALE	  
What	  type	  of	  snowboard(s)	  do	  you	  currently	  use?	  
FEMALE	  
Company	   Burton	  29%	   Gnu	  9%	   Rome	  8%	  
MALE	  
Company	   Burton	  33%	   Rome	  7%	   Ride	  7%	  
What	  is	  your	  favorite	  snowboard	  company?	  
FEMALE	  
Company	   Burton	  55%	   Gnu	  4%	   Rome	  4%	  
MALE	  
Company	   Burton	  38%	   Rome	  5%	   Ride	  4%	  
	  
	   When	  comparing	  the	  responses	  to	  the	  open-­‐ended	  questions	  “What	  type	  of	  
snowboard(s)	  do	  you	  currently	  use?”	  and	  “What	  is	  your	  favorite	  snowboard	  company?”	  based	  
on	  gender,	  the	  most	  common	  brands	  chosen	  are	  Burton,	  Gnu,	  Rome,	  and	  Ride,	  as	  represented	  
in	  Table	  20.	  Interestingly,	  29%	  of	  female	  respondents	  use	  a	  Burton	  snowboard,	  and	  55%	  of	  
female	  respondents	  choose	  Burton	  as	  their	  favorite	  snowboard	  company.	  For	  male	  
respondents,	  33%	  use	  a	  Burton	  snowboard,	  but	  only	  38%	  choose	  Burton	  as	  their	  favorite	  
snowboard	  company.	  
	  
Why	  is	  it	  your	  favorite	  snowboard	  company?	  //	  OPEN-­‐ENDED	  RESPONSE	  
	   Looking	  deeper	  into	  the	  question	  “Why	  is	  it	  your	  favorite	  snowboard	  company?”	  female	  
respondents	  have	  a	  strong	  focus	  on	  the	  company	  paying	  specific	  attention	  to	  women.	  
Responses	  along	  these	  lines	  illustrate	  how	  the	  favored	  company	  is	  making	  female	  products,	  
placing	  emphasis	  on	  understanding	  the	  female	  rider,	  or	  making	  “women’s	  specific”	  products.	  
	   //59	  
Other	  themes	  include	  that	  the	  company	  is	  well	  known,	  has	  a	  good	  reputation,	  and	  makes	  
durable	  products.	  Quotes	  that	  illustrate	  the	  most	  common	  responses	  are:	  
• “They	  make	  high	  quality	  reliable	  gear	  that	  I	  feel	  comfortable	  using	  in	  all	  conditions”	  	  
• 	  “They	  have	  a	  reputation	  of	  making	  quality	  snowboard	  products”	  
• “I	  like	  that	  they	  stay	  core	  to	  snowboarding,	  like	  their	  style,	  like	  their	  product”	  
• “I	  love	  the	  style	  of	  their	  outerwear	  and	  the	  company	  is	  run	  by	  mostly	  women	  which	  is	  
awesome”	  
• “Boards	  are	  really	  fun	  to	  ride	  and	  they	  have	  good	  women’s	  options	  for	  boards”	  
• 	  “I	  have	  found	  reliable	  womens	  products	  by	  them”	  
• “They	  invest	  the	  most	  research	  in	  women’s	  products”	  
• “As	  a	  woman,	  I	  feel	  like	  they	  have	  the	  best	  women	  specific	  line”	  
• “They	  understand	  the	  female	  rider”	  
• “They	  make	  good	  boards,	  have	  good	  designs,	  and	  make	  boards	  for	  women,	  where	  other	  
brands	  focus	  on	  men”	  
• “Lots	  of	  options	  for	  women	  specific	  products”	  	  
Male	  responses,	  on	  the	  other	  hand,	  are	  more	  focused	  on	  the	  quality	  of	  equipment	  and	  
products,	  it	  being	  dependable	  and	  familiar,	  and	  the	  “tradition”	  behind	  purchasing	  their	  favorite	  
brand.	  Male	  responses	  vary	  more	  than	  female	  responses,	  with	  a	  several	  themes	  including	  the	  
offering	  of	  a	  great	  warranty,	  good	  experiences	  with	  the	  company,	  “always	  riding”	  the	  
company’s	  boards,	  and	  the	  aspect	  that	  the	  company	  is	  promoting	  the	  progression	  of	  
snowboarding.	  Quotes	  that	  illustrate	  the	  most	  common	  themes	  from	  male	  responses	  include:	  
• “It’s	  what	  I	  started	  with”	  
• “I	  have	  grown	  up	  with	  them”	  
• “Their	  products’	  quality	  has	  always	  been	  there	  for	  me.	  Great	  warranty,	  and	  I	  know	  
they’re	  putting	  the	  most	  money	  in	  R&D”	  
• “They	  have	  been	  around	  since	  the	  beginning	  of	  the	  sport	  and	  I	  like	  the	  way	  their	  
products	  perform”	  
• “They’re	  trustworthy.	  They	  have	  been	  making	  snowboards	  for	  a	  long	  time	  and	  they	  have	  
a	  really	  good	  warranty	  on	  most	  of	  their	  products.	  They	  are	  really	  involved	  in	  growing	  the	  
sport	  and	  getting	  more	  people	  to	  experience	  snowboarding.”	  
• “Friendly	  people,	  help	  spread	  snowboarding	  to	  a	  lot	  of	  people	  to	  spread	  an	  awesome	  
thing”	  
• “Because	  they	  make	  quality	  products,	  have	  good	  graphics,	  a	  fantastic	  team,	  and	  have	  
made	  a	  substantial	  impact	  on	  snowboarding”	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• “Helps	  push	  the	  boundaries	  of	  the	  boundaries	  of	  the	  sport	  and	  helps	  riders	  stay	  moving”	  	  
When	  comparing	  the	  differences	  between	  the	  male	  and	  female	  responses,	  it	  is	  interesting	  
to	  point	  out	  that	  the	  men	  are	  never	  referring	  to	  “male	  specific”	  or	  mentioning	  “men’s	  
products.”	  Female	  responses,	  however,	  are	  very	  “women-­‐centric”	  and	  focus	  on	  choosing	  
favorite	  companies	  that	  have	  the	  ability	  to	  understand	  the	  female	  rider	  and	  make	  products	  for	  
the	  female	  rider.	  Brands	  within	  the	  snowboard	  industry	  must	  take	  this	  into	  account	  when	  trying	  
to	  reach	  the	  female	  demographic.	  Increasingly,	  women	  are	  choosing	  brands	  that	  are	  putting	  in	  
the	  investment	  to	  make	  the	  best	  products	  specifically	  for	  women,	  as	  the	  above	  data	  displays.	  
	  
Think	  about	  a	  time	  where	  a	  snowboard	  company	  /	  brand	  really	  resonated	  with	  you.	  Describe	  
that	  experience	  and	  what	  the	  company	  /	  brand	  did	  to	  connect	  with	  you.	  //	  OPEN-­‐ENDED	  
RESPONSE	  	  
	   When	  prompted	  with	  the	  above	  question	  female	  and	  male	  responses	  differed.	  Female	  
responses	  focused	  more	  on	  visual	  aspects	  of	  resonation,	  including	  incredible	  photos,	  images,	  
and	  videos.	  Responses	  from	  the	  female	  respondents	  also	  fit	  under	  themes	  of:	  welcoming,	  
inviting,	  and	  friendly.	  They	  mention	  feeling	  as	  if	  they	  are	  a	  part	  of	  the	  company,	  noting	  demo	  
experiences,	  events,	  and	  community	  involvement	  that	  brings	  people	  together.	  Again,	  female	  
responses	  also	  had	  a	  strong	  emphasis	  on	  women	  and	  girls	  aspects	  of	  what	  the	  company	  was	  
doing,	  such	  as	  the	  ‘Burton	  Girls	  Shop	  Program’	  that	  took	  riding	  input	  and	  allowed	  for	  testing	  of	  
the	  boards.	  Quotes	  that	  illustrate	  such	  responses	  include:	  
• “Burton	  girls	  videos!	  Girl	  power!”	  
• “I	  love	  when	  a	  company	  puts	  on	  an	  event	  for	  the	  greater	  snowboard	  community	  and	  
everyone	  gets	  excited	  about	  shredding	  all	  together.	  It	  brings	  people	  together.”	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• “Burton	  probably	  because	  they	  have	  the	  section	  Burton	  girls,	  for	  women	  which	  talks	  
about	  more	  things	  than	  just	  the	  snowboard,	  which	  I	  found	  really	  cool	  and	  also	  has	  riding	  
sessions	  and	  such	  where	  they	  go	  to	  different	  mountains	  around	  the	  states”	  	  
Male	  responses	  to	  the	  same	  question	  focused	  more	  on	  the	  quality	  of	  products,	  the	  
warranty,	  or	  the	  customer	  service.	  Quotes	  that	  illustrate	  such	  responses	  include:	  
• “I	  appreciate	  having	  a	  company	  who	  is	  willing	  to	  put	  out	  some	  of	  their	  product	  to	  
show	  the	  appreciation	  to	  those	  who	  really	  show	  their	  dedication	  to	  the	  sport”	  
• “Great	  customer	  service	  and	  warranty”	  
• “I	  broke	  the	  high	  back	  on	  my	  Burton	  Cartel	  binding	  and	  when	  I	  went	  to	  the	  Burton	  
shop	  they	  fixed	  it	  free	  of	  charge	  no	  questions	  asked	  while	  I	  waited”	  
• “My	  preference	  for	  a	  brand	  is	  based	  on	  the	  quality	  of	  the	  product	  and	  that	  can	  
change.”	  	  
Based	  on	  these	  responses,	  females	  may	  be	  looking	  for	  more	  of	  an	  experience	  and	  
female-­‐focused	  company	  when	  looking	  for	  a	  brand	  that	  they	  can	  really	  connect	  with.	  Men	  may	  
be	  more	  focused	  on	  quality	  products	  and	  the	  warranty	  program	  of	  the	  company,	  which	  can	  
truly	  make	  an	  impact	  on	  how	  the	  male	  consumer	  views	  the	  brand.	  To	  connect	  more	  with	  
female	  snowboards,	  brands	  may	  look	  to	  host	  events,	  or	  allow	  for	  an	  all	  girls	  experience,	  such	  as	  
a	  clinic	  or	  Ladies	  Ride	  Day	  with	  other	  women	  in	  that	  company,	  that	  displays	  the	  welcoming	  
values	  of	  the	  brand.	  Brands	  may	  look	  to	  better	  build	  the	  community	  around	  women	  in	  
snowboarding	  to	  better	  resonate	  with	  this	  market	  and	  gain	  dedicated	  consumers.
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CONCLUSIONS	  //	  LIMITATIONS	  OF	  STUDY	  //	  FURTHER	  RESEARCH	  	  
CONCLUSIONS	  
	   From	  the	  data	  provided	  in	  the	  study,	  the	  female	  snowboard	  participant	  is	  described	  
more	  in	  depth	  than	  has	  previously	  been	  done.	  The	  information	  presented	  here	  indicates	  certain	  
behaviors,	  attitudes,	  and	  opinions	  held	  by	  the	  female	  snowboarder	  that	  can	  help	  better	  inform	  
snowboard	  companies	  in	  the	  industry.	  By	  taking	  this	  research	  into	  account,	  brands	  can	  create	  
better	  strategies	  to	  communicate	  with	  and	  develop	  strategies	  for	  connecting	  with	  the	  female	  
snowboarder	  as	  a	  consumer.	  Ultimately,	  good	  communication	  and	  marketing	  strategies	  that	  
truly	  connect	  with	  the	  female	  consumer	  can	  encourage	  participation	  for	  females	  in	  
snowboarding,	  and	  even	  furthermore,	  can	  encourage	  spending	  behavior	  in	  the	  industry.	  	  
	   The	  data	  presented	  in	  the	  study	  indicate	  a	  strong	  need	  for	  snowboard	  brands	  to	  
segment	  their	  marketing.	  Brands	  need	  to	  take	  into	  account	  the	  different	  communication	  
strategies	  that	  resonate	  with	  both	  men	  and	  women	  within	  the	  industry.	  From	  the	  responses	  to	  
the	  questionnaire,	  female	  respondents	  currently	  feel	  that	  they	  are	  not	  being	  communicated	  
with	  by	  snowboard	  brands.	  Many	  are	  frustrated	  with	  the	  presentation	  of	  women	  or	  women’s	  
products,	  or	  lack	  thereof,	  or	  that	  most	  communications	  are	  geared	  towards	  men.	  As	  one	  female	  
participant	  explained,	  “I	  feel	  that	  they	  [snowboard	  brands]	  don’t	  communicate	  enough	  and	  that	  
there	  are	  not	  enough	  female-­‐oriented	  companies	  out	  there.”	  Brands	  need	  to	  shift	  focus	  to	  the	  
female	  to	  develop	  female-­‐specific	  strategies	  that	  meet	  the	  needs,	  preferences,	  and	  desires	  of	  
this	  consumer.	  	  
	   By	  developing	  female-­‐focused	  marketing	  strategies,	  brands	  are	  able	  to	  better	  connect	  
with	  the	  female	  snowboarder.	  As	  represented	  in	  the	  questionnaire	  responses,	  women	  are	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choosing	  their	  favorite	  snowboard	  brands	  or	  companies	  that	  are	  investing	  the	  time,	  money,	  
and	  resources	  into	  developing	  female-­‐specific	  products	  and	  communications	  that	  actually	  work	  
for	  women.	  When	  the	  snowboard	  brand	  places	  an	  emphasis	  on	  understanding	  the	  female	  rider,	  
it	  makes	  a	  lasting	  impression	  on	  female	  snowboarders.	  As	  one	  participant	  states,	  “they	  make	  
good	  boards,	  have	  good	  designs,	  and	  make	  boards	  for	  women,	  where	  other	  brands	  focus	  on	  
men.”	  This	  is	  further	  represented	  by	  less	  than	  10	  percent	  of	  female	  respondents	  who	  strongly	  
agree	  that	  most	  women	  can	  use	  men’s	  snowboard	  products,	  indicating	  the	  need	  for	  brands	  to	  
focus	  on	  creating	  female-­‐specific	  snowboard	  products.	  By	  truly	  connecting	  with	  the	  female	  
snowboarder,	  brands	  gain	  powerful	  consumers.	  In	  an	  industry	  where	  the	  average	  female	  
snowboarder	  is	  not	  brand	  loyal,	  it	  is	  very	  important	  to	  build	  a	  connection	  with	  potential	  or	  
current	  consumers.	  	  
	   Several	  other	  key	  points	  can	  help	  influence	  brand	  messaging	  and	  decisions	  within	  the	  
snowboard	  industry.	  	  For	  example,	  75.9%	  of	  female	  respondents	  think	  the	  graphics	  on	  the	  
snowboard	  are	  between	  somewhat	  important	  and	  very	  important	  in	  affecting	  their	  decision	  to	  
purchase	  the	  snowboard.	  When	  considering	  how	  the	  graphics	  fit	  their	  personality,	  60.5%	  of	  
female	  respondent	  think	  that	  “the	  graphics	  on	  the	  board	  fit	  my	  personality”	  is	  between	  
somewhat	  important	  and	  very	  important	  in	  affecting	  their	  decision	  to	  choose	  a	  snowboard.	  
Brands	  must	  take	  this	  into	  account	  when	  designing	  products	  for	  women,	  making	  sure	  that	  
graphics	  are	  resonating	  and	  of	  interest	  to	  female	  snowboarders.	  	  
	   Also	  important,	  women	  snowboarders	  have	  a	  strong	  tie	  to	  the	  local	  snowboard	  shop.	  
Noted	  earlier,	  47.8%	  of	  females	  think	  “it	  is	  available	  at	  my	  local	  snowboard	  shop”	  is	  between	  
somewhat	  and	  very	  important	  as	  a	  factor	  in	  affecting	  their	  choice	  to	  choose	  a	  snowboard.	  In	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addition,	  34.1%	  of	  female	  respondents	  purchased	  their	  primary	  snowboard	  from	  a	  local	  
snowboard	  shop,	  and	  74.8%	  of	  female	  respondents	  view	  “the	  employees	  at	  my	  local	  shop	  
recommend	  it”	  as	  between	  somewhat	  and	  very	  important	  in	  affecting	  their	  decision	  to	  
purchase	  a	  snowboard.	  This	  differs	  from	  the	  male	  perception,	  where	  only	  57.4%	  of	  male	  
respondents	  feel	  the	  same	  way.	  Taking	  all	  of	  this	  into	  account,	  snowboard	  brands	  looking	  to	  
better	  connect	  with	  the	  female	  snowboarder	  should	  put	  a	  greater	  emphasis	  on	  marketing	  and	  
distribution	  through	  placement	  in	  local	  snowboard	  shops.	  	  
In	  order	  to	  encourage	  participation	  for	  women,	  brands	  should	  frame	  advertising	  and	  
marketing	  communications	  in	  a	  way	  that	  does	  not	  objectify	  the	  female	  participant.	  Advertising	  
should	  be	  able	  to	  speak	  to	  both	  men	  and	  women	  in	  snowboarding,	  without	  objectifying	  women	  
or	  treating	  them	  as	  “observers.”	  Women	  should	  be	  represented	  as	  participants	  and	  athletes	  in	  
snowboard	  advertising,	  in	  a	  way	  that	  encourages	  participation,	  rather	  than	  objectifies	  the	  
female	  snowboarder.	  As	  presented	  in	  the	  findings	  of	  the	  study,	  87.9%	  of	  female	  respondents	  
agree	  or	  strongly	  agree	  with	  the	  statement	  “snowboarding	  gives	  me	  confidence.”	  Brands	  can	  
work	  to	  this	  belief	  and	  build	  this	  confidence	  in	  their	  advertising.	  In	  doing	  so,	  brands	  in	  the	  
industry	  can	  help	  not	  only	  grow	  the	  participation	  of	  this	  key	  market,	  but	  also	  the	  spending	  
behavior.	  	  
	  
LIMITATIONS	  OF	  THE	  STUDY	  
The	  ultimate	  goal	  of	  this	  study	  is	  to	  provide	  a	  better	  profile	  of	  the	  female	  snowboard	  
participant.	  The	  study	  should	  serve	  to	  better	  inform	  brands	  in	  the	  snowboard	  industry	  on	  how	  
to	  communicate	  with	  and	  develop	  marketing	  strategies	  for	  the	  female	  consumer.	  The	  study	  has	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provided	  a	  more	  descriptive	  profile	  of	  the	  female	  snowboarder	  than	  has	  been	  detailed	  or	  
profiled	  before.	  However,	  there	  are	  several	  limitations	  to	  the	  study	  based	  on	  the	  responses	  
from	  the	  sample.	  The	  first	  limitation	  is	  the	  small	  size	  and	  representativeness	  of	  the	  sample.	  
Since	  the	  research	  was	  strictly	  conducted	  with	  UVM	  students	  from	  the	  UVM	  Ski	  and	  Snowboard	  
Club,	  there	  is	  a	  strong	  representation	  of	  participants	  from	  states	  within	  the	  northeastern	  
United	  States.	  This	  is	  not	  representative	  of	  snowboarders	  as	  a	  whole.	  The	  second	  limitation	  is	  
due	  to	  the	  Vermont-­‐based	  sample.	  Almost	  20	  percent	  of	  the	  sample	  lists	  “Vermont”	  as	  their	  
home	  state.	  In	  addition,	  all	  of	  the	  respondents	  have	  a	  tie	  to	  Vermont,	  as	  they	  are	  currently	  
living	  in	  Vermont	  as	  UVM	  Ski	  and	  Snowboard	  Club	  members.	  This	  may	  create	  response	  biases,	  
such	  as	  favoring	  of	  shopping	  local	  and	  local	  brands,	  and	  a	  tendency	  to	  refer	  to	  Burton	  
Snowboards,	  with	  brand	  headquarters	  located	  within	  the	  same	  town	  as	  UVM.	  This	  may	  have	  
resulted	  in	  a	  higher	  percentage	  of	  Burton	  Snowboard	  related	  responses.	  Lastly,	  the	  third	  
limitation	  of	  the	  study	  involves	  the	  majority	  of	  respondents	  identifying	  as	  “core”	  rather	  than	  
“casual”	  participants.	  This	  may	  indicate	  response	  biases	  that	  are	  more	  of	  the	  core	  participant	  
versus	  casual	  participant	  nature.	  	  	  
	  
FURTHER	  RESEARCH	  
	   Further	  studies	  are	  needed	  in	  order	  to	  add	  to	  the	  understanding	  of	  the	  female	  
snowboard	  participant.	  Due	  to	  the	  nature	  of	  the	  sample,	  a	  study	  with	  this	  objective	  should	  be	  
conducted	  with	  a	  much	  larger	  and	  more	  statistically	  significant	  sample.	  The	  sample	  should	  
include	  a	  large	  number	  of	  participants	  of	  different	  demographics,	  and	  should	  seek	  to	  eliminate	  
biases	  such	  as	  the	  ones	  that	  were	  presented	  in	  this	  study.	  In	  addition,	  further	  research	  should	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be	  done	  to	  obtain	  more	  measures	  based	  on	  the	  values	  of	  the	  female	  snowboard	  participant.	  
Further	  research	  can	  be	  done	  to	  identify	  the	  reasons	  why	  women	  who	  snowboard	  are	  
beginning	  to	  snowboard,	  and	  what	  it	  takes	  to	  convert	  a	  beginner	  or	  first-­‐time	  snowboarder	  to	  a	  
casual	  and/or	  core	  participant.	  In	  order	  to	  develop	  a	  better	  description	  of	  the	  female	  
snowboarder,	  a	  study	  with	  similar	  objectives	  should	  be	  done	  with	  a	  much	  larger	  and	  statistically	  
significant	  sample.	  This	  study	  should	  add	  measures	  that	  can	  help	  to	  answer	  more	  questions	  for	  
brands	  to	  indicate	  better	  practices	  for	  communicating	  with	  and	  developing	  strategies	  for	  the	  
female	  snowboard	  consumer.	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APPENDIX	  1	  //	  SURVEY	  
SNOWBORDING	  SURVEY	  
	  
DIRECTIONS:	  Hailey	  Ronconi	  is	  conducting	  a	  survey	  of	  preferences	  relating	  to	  consumer	  behavior	  and	  
snowboarding.	  By	  completing	  this	  survey,	  you	  will	  be	  helping	  Hailey	  to	  better	  understand	  what	  factors	  
affect	  participation	  and	  consumption	  in	  snowboarding.	  As	  a	  snowboarder,	  your	  response	  to	  this	  survey	  
is	  very	  important	  to	  her.	  	  The	  first	  section	  of	  the	  survey	  asks	  some	  general	  questions	  about	  your	  
snowboarding	  habits.	  	  Please	  answer	  as	  many	  of	  the	  questions	  as	  you	  can.	  	  Please	  be	  assured	  that	  your	  
responses	  will	  remain	  confidential.	  
	  
1.	  	  Do	  you	  consider	  yourself	  a	  “snowboarder”?	  
[	  ]	  Yes	  [	  ]	  No	  
If	  no,	  route	  to	  demographics,	  question	  52	  
	  
2.	  	  How	  long	  have	  you	  been	  snowboarding?	  ____________________	  years	  
	  
3.	  How	  often	  do	  you	  snowboard	  on	  average	  during	  a	  season?	  (Please	  check	  only	  one)	  
	   [	  	  	  	  ]	  	  	  	  	  Less	  than	  once	  a	  season	  
	   [	  	  	  	  ]	  	  	  	  	  	  Once	  or	  twice	  a	  season	  
	   [	  	  	  	  ]	  	  	  	  	  3	  to	  5	  times	  a	  season	  
	   [	  	  	  	  ]	  	  	  	  	  6	  to	  30	  times	  a	  season	  
	   [	  	  	  	  ]	  	  	  	  	  31	  to	  50	  times	  a	  season	  	  
	  





5.	  Why	  do	  you	  use	  this	  snowboard?	  	  
______________________________________	  
	  
6.	  How	  did	  you	  acquire	  your	  primary	  snowboard?	  (Please	  check	  only	  1)	  
	   [	  	  ]	  	   It	  was	  a	  gift	  	   	   	   	   	   [	  	  ]	  	   Proform	   deal	   /	   industry	   or	   shop	  
discount	  
	   [	  	  ]	  	   I	  purchased	  it	  from	  a	  local	  snowboard	  shop	   [	  	  ]	  	   I	  purchased	  it	  at	  a	  summer	  sale	  
	   [	  	  ]	  	   I	  purchased	  it	  online	   	   	   	   [	  	  ]	  	   I	  am	  sponsored,	  so	  it	  was	  given	  to	  me	  
	   [	  	  ]	  	  	   Other,	  please	  describe_______________________	  
	  
	  
7.	  Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  
	   [	  	  ]	  	   My	  family	  /	  friends	  were	  doing	  it	  	   	   [	  	  ]	  	   My	  significant	  other	  encouraged	  me	  
	   [	  	  ]	  	   It	  seemed	  fun	  	  	   	   	   	   [	  	  ]	  	   I	   saw	   a	   snowboard	   video	   that	  
encouraged	  me	  
	   [	  	  ]	  	   I	  wanted	  to	  try	  something	  new	   	   [	  	  ]	  	   Other	  women	  were	  doing	  it	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   [	  	  ]	  	  	   Other,	  please	  describe_______________________	  
	  
The	  next	  set	  of	  questions	  asks	  you	  about	  your	  snowboard	  product	  purchase	  decisions.	  	  Please	  answer	  
this	  set	  of	  questions	  based	  on	  the	  most	  common	  occurrence	  related	  to	  your	  snowboard	  purchases.	  You	  
may	  circle	  1	  or	  7	  or	  any	  number	  in	  between	  that	  shows	  how	  strong	  your	  feelings	  are,	  relating	  to	  
importance	  of	  various	  factors	  in	  choosing	  a	  snowboard.	  
	   	   	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  
	  
When	  choosing	  a	  snowboard,	  which	  of	  the	  following	  























































8.	   The	  graphics	  on	  the	  snowboard	   1	   2	   3	   4	   5	   6	   7	  
9.	   The	  board	  shape	  (i.e.	  is	  it	  camber,	  reverse	  
camber,	  flat,	  etc.)	  
1	   2	   3	   4	   5	   6	   7	  
10.	   The	  board	  flex	   1	   2	   3	   4	   5	   6	   7	  
11.	   The	  company	  that	  makes	  the	  snowboard	   1	   2	   3	   4	   5	   6	   7	  
12.	   It	  is	  available	  at	  my	  local	  snowboard	  shop	   1	   2	   3	   4	   5	   6	   7	  
13.	   I	  can	  get	  a	  good	  deal	  /	  discounted	  price	   1	   2	   3	   4	   5	   6	   7	  
14.	   I	  can	  find	  it	  easily	  online	   1	   2	   3	   4	   5	   6	   7	  
15.	   A	  professional	  snowboarder	  /	  snowboarder	  I	  look	  
up	  to	  rides	  the	  board	  
1	   2	   3	   4	   5	   6	   7	  
16.	   The	  graphics	  of	  the	  board	  fit	  my	  personality	   1	   2	   3	   4	   5	   6	   7	  
17.	   The	  snowboard	  company	  sponsors	  athletes	  I	  like	   1	   2	   3	   4	   5	   6	   7	  
18.	   What	  friends	  think	  of	  the	  snowboard	   1	   2	   3	   4	   5	   6	   7	  
19.	   Other	  friends	  /	  family	  have	  a	  good	  experience	  
with	  the	  snowboard	  
1	   2	   3	   4	   5	   6	   7	  
20.	   There	  are	  numerous	  positive	  online	  reviews	   1	   2	   3	   4	   5	   6	   7	  
21.	   The	  board	  is	  featured	  in	  snowboard	  magazines	  
(such	  as	  TransWorld	  SNOWboarding,	  
Snowboarder,	  etc.)	  
1	   2	   3	   4	   5	   6	   7	  
22.	   The	  employees	  at	  my	  local	  shop	  recommend	  it	   1	   2	   3	   4	   5	   6	   7	  
23.	   There	  is	  a	  guarantee	  on	  the	  snowboard	   	   	   	   	   	   	   	  
24.	   I	  was	  able	  to	  demo	  the	  board	  before	  purchase	   1	   2	   3	   4	   5	   6	   7	  
	  
	  
	   //69	  
The	  next	  set	  of	  questions	  asks	  you	  about	  your	  agreement	  related	  to	  a	  variety	  or	  different	  statements.	  
You	  may	  circle	  1	  or	  5	  or	  any	  number	  in	  between	  that	  shows	  how	  your	  agreement	  is	  based	  on	  the	  
statement	  provided.	  
	  

































25.	   Advertised	  brands	  are	  better	  than	  those	  that	  are	  not	  
advertised	  
1	   2	   3	   4	   5	  
26.	   Quality	  products	  are	  made	  by	  well-­‐known	  companies	   1	   2	   3	   4	   5	  
27.	   I	  prefer	  a	  certain	  brand	  of	  most	  products	  I	  buy	  or	  use	   1	   2	   3	   4	   5	  
28.	   I	  don’t	  care	  about	  the	  brand	  of	  most	  products	  I	  buy	   1	   2	   3	   4	   5	  
29.	   Brand-­‐name	  products	  work	  better	  than	  “off-­‐brands”	   1	   2	   3	   4	   5	  
30.	   Most	  snowboard	  products	  are	  not	  as	  durable	  as	  they	  
should	  be	  
1	   2	   3	   4	   5	  
31.	   In	  general,	  I	  am	  satisfied	  about	  most	  snowboard	  products	  I	  
buy	  
1	   2	   3	   4	   5	  
32.	   Most	  snowboard	  products	  are	  overpriced	   1	   2	   3	   4	   5	  
33.	   Most	  prices	  are	  reasonable	  considering	  the	  cost	  of	  making	  
decent	  snowboard	  products	  
1	   2	   3	   4	   5	  
34.	   I	  will	  actively	  seek	  out	  specific	  snowboard	  products	   1	   2	   3	   4	   5	  
35.	   Most	  women	  can	  use	  men’s	  snowboard	  products	   1	   2	   3	   4	   5	  
36.	   Men’s	  snowboard	  products	  are	  better	  than	  women’s	  
snowboard	  products	  
1	   2	   3	   4	   5	  
37.	   I	  consider	  myself	  to	  be	  loyal	  to	  one	  brand	  of	  snowboard	  
products	  
1	   2	   3	   4	   5	  
38.	   When	  another	  snowboard	  brand	  is	  on	  sale,	  I	  generally	  
purchase	  it	  rather	  than	  my	  usual	  brand	  
1	   2	   3	   4	   5	  
39.	   If	  I	  like	  a	  snowboard	  brand,	  I	  rarely	  switch	  from	  it	  just	  to	  try	  
something	  different	  
1	   2	   3	   4	   5	  
40.	   When	  purchasing	  snowboard	  products,	  I	  enjoy	  exploring	  
several	  different	  alternatives	  or	  brands	  while	  shopping	  
1	   2	   3	   4	   5	  
41.	   Snowboarding	  gives	  me	  confidence	   1	   2	   3	   4	   5	  
42.	   Snowboard	  ads	  usually	  catch	  my	  interest	   1	   2	   3	   4	   5	  
43.	   I	  pay	  close	  attention	  to	  snowboard	  ads	   1	   2	   3	   4	   5	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44.	   Most	  snowboard	  advertising	  provides	  consumers	  with	  
essential	  information	  
1	   2	   3	   4	   5	  
45.	   I	  enjoy	  most	  snowboard	  advertisements	   1	   2	   3	   4	   5	  
46.	   If	  my	  preferred	  brand	  of	  snowboard	  products	  was	  not	  
available	  at	  the	  store,	  it	  would	  make	  little	  difference	  to	  me	  
if	  I	  had	  to	  choose	  another	  brand	  
1	   2	   3	   4	   5	  
	  
The	  next	  set	  of	  questions	  asks	  you	  about	  snowboard	  companies	  and	  products.	  
	  
47.	  Where	  do	  you	  most	  often	  find	  information	  on	  what	  type	  of	  snowboard	  products	  to	  purchase?	  (Please	  
check	  only	  your	  most	  influential	  source	  of	  information)	  
	   [	  	  	  ]	  Online	  
	   [	  	  	  ]	  Local	  Shops	  
	   [	  	  	  ]	  Magazines	  
	   [	  	  	  ]	  Company	  (directly)	  
	   [	  	  	  ]	  Sales	  Representatives	  
	   [	  	  	  ]	  Friends/family	  
	   [	  	  	  ]	  Other	  (describe)________________________________	  
	  
48.	  	  What	  is	  your	  favorite	  snowboard	  company?	  _______________	  Why?	  _________________	  
	  






50.	  What	  is	  the	  best	  way	  that	  snowboard	  companies	  /	  brands	  can	  communicate	  with	  you?	  (Please	  check	  
only	  1)	  
	   [	  	  	  	  ]	  Social	  Media	   	   	   [	  	  	  	  	  ]	  Through	  the	  company	  /	  brand	  website	  
	   [	  	  	  	  ]	  TV	  Advertising	   	   	   [	  	  	  	  	  ]	  Through	  snowboard	  specific	  websites	  (i.e.	  
Snowboarder.com)	  
	   [	  	  	  	  ]	  E-­‐mail	  messages	   	   	   [	  	  	  	  	  ]	  Print	  advertisements	  in	  snowboard	  magazines	  
	   [	  	  	  	  ]	  Text	  messages	   	   	   [	  	  	  	  	  ]	  Through	  placement	  in	  local	  shops	  	  
	   [	  	  	  	  ]	  Event	  sponsorship	  	   	   [	  	  	  	  	  ]	  Athlete	  sponsorship	  
	   [	  	  	  	  ]	  Other,	  please	  describe________________________________	  
	  
51.	  Think	  about	  a	  time	  where	  a	  snowboard	  company	  /	  brand	  really	  resonated	  with	  you.	  Describe	  that	  










52.	  What	  is	  your	  age?	  _____________	  
	  
53.	  What	  is	  your	  gender?	  
	  	   [	  	  ]	  1	   Male	   [	  	  ]	  2	  	  Female	  	   [	  	  	  ]	  Other	  
	  
54.	  What	  is	  your	  home	  state?	  
	  
	  
That’s	  it!	  Thank	  you	  for	  your	  help.	  	  
	   //72	  
APPENDIX	  	  2	  //	  FREQUENCIES	  OUTPUT	  
	  
Statistics	  	  	  
	  	   N	  
Question	   Valid	   Missing	  
Do	  you	  consider	  yourself	  a	  snowboarder?	   279	   0	  
How	  long	  have	  you	  been	  snowboarding?	  (years)	   279	   0	  
How	  often	  do	  you	  snowboard	  on	  average	  during	  a	  season?	  (Please	  check	  only	  
one)	   253	   26	  
Company:	   279	   0	  
Model:	   279	   0	  
Year:	   279	   0	  
Why	  do	  you	  use	  this	  snowboard?	   279	   0	  
How	  did	  you	  acquire	  your	  primary	  snowboard?	  (Please	  check	  only	  one)	   234	   45	  
Other	  (please	  specify)	   279	   0	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	   120	   159	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	   12	   267	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	   130	   149	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	   37	   242	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	   91	   188	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	   5	   274	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	   41	   238	  
Other	  (please	  specify)	   279	   0	  
The	  graphics	  on	  the	  snowboard	   225	   54	  
The	  board	  shape	  (i.e.	  is	  it	  camber,	  reverse	  camber,	  flat,	  etc.)	   224	   55	  
The	  board	  flex	   225	   54	  
The	  company	  that	  makes	  the	  snowboard	   225	   54	  
It	  is	  available	  at	  my	  local	  snowboard	  shop	   221	   58	  
I	  can	  get	  a	  good	  deal	  /	  discounted	  price	   224	   55	  
I	  can	  find	  it	  easily	  online	   224	   55	  
A	  professional	  snowboarder	  /	  snowboarder	  I	  look	  up	  to	  rides	  the	  board	   224	   55	  
The	  graphics	  of	  the	  board	  fit	  my	  personality	   223	   56	  
The	  snowboard	  company	  sponsors	  athletes	  I	  like	   223	   56	  
What	  friends	  think	  of	  the	  snowboard	   224	   55	  
Other	  friends	  /	  family	  have	  a	  good	  experience	  with	  the	  snowboard	   223	   56	  
There	  are	  numerous	  positive	  online	  reviews	   223	   56	  
The	  board	  is	  featured	  in	  snowboard	  magazines	  (such	  as	  TransWorld	  
SNOWboarding,	  Snowboarder,	  etc.)	   224	   55	  
The	  employees	  at	  my	  local	  shop	  recommend	  it	   223	   56	  
There	  is	  a	  guarantee	  on	  the	  snowboard	   225	   54	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I	  was	  able	  to	  demo	  the	  board	  before	  purchase	   225	   54	  
Advertised	  brands	  are	  better	  than	  those	  that	  are	  not	  advertised	   200	   79	  
Quality	  products	  are	  made	  by	  well-­‐known	  companies	   199	   80	  
I	  prefer	  a	  certain	  brand	  of	  most	  products	  I	  buy	  or	  use	   199	   80	  
I	  don’t	  care	  about	  the	  brand	  of	  most	  products	  I	  buy	   197	   82	  
Brand-­‐name	  products	  work	  better	  than	  “off-­‐brands”	   199	   80	  
Most	  snowboard	  products	  are	  not	  as	  durable	  as	  they	  should	  be	   198	   81	  
In	  general,	  I	  am	  satisfied	  about	  most	  snowboard	  products	  I	  buy	   200	   79	  
Most	  snowboard	  products	  are	  overpriced	   200	   79	  
Most	  prices	  are	  reasonable	  considering	  the	  cost	  of	  making	  decent	  snowboard	  
products	   198	   81	  
I	  will	  actively	  seek	  out	  specific	  snowboard	  products	   198	   81	  
Most	  women	  can	  use	  men’s	  snowboard	  products	   199	   80	  
Men’s	  snowboard	  products	  are	  better	  than	  women’s	  snowboard	  products	   199	   80	  
I	  consider	  myself	  to	  be	  loyal	  to	  one	  brand	  of	  snowboard	  products	   196	   83	  
When	  another	  snowboard	  brand	  is	  on	  sale,	  I	  generally	  purchase	  it	  rather	  than	  
my	  usual	  brand	   200	   79	  
If	  I	  like	  a	  snowboard	  brand,	  I	  rarely	  switch	  from	  it	  just	  to	  try	  something	  
different	   200	   79	  
When	  purchasing	  snowboard	  products,	  I	  enjoy	  exploring	  several	  different	  
alternatives	  or	  brands	  while	  shopping	   199	   80	  
Snowboarding	  gives	  me	  confidence	   200	   79	  
Snowboard	  ads	  usually	  catch	  my	  interest	   197	   82	  
I	  pay	  close	  attention	  to	  snowboard	  ads	   196	   83	  
Most	  snowboard	  advertising	  provides	  consumers	  with	  essential	  information	   200	   79	  
I	  enjoy	  most	  snowboard	  advertisements	   199	   80	  
If	  my	  preferred	  brand	  of	  snowboard	  products	  was	  not	  available	  at	  the	  store,	  it	  
would	  make	  little	  difference	  to	  me	  if	  I	  had	  to	  choose	  another	  brand	   200	   79	  
Where	  do	  you	  most	  often	  find	  information	  on	  what	  type	  of	  snowboard	  
products	  to	  purchase?	  (Please	  choose	  only	  your	  most	  influential	  source	  of	  
information)	  
190	   89	  
Other	  (please	  specify)	   279	   0	  
What	  is	  your	  favorite	  snowboard	  company?	   279	   0	  
Why?	   279	   0	  
What	  do	  you	  think	  about	  the	  current	  way	  that	  snowboard	  companies	  /	  brands	  
communicate	  with	  you?	   279	   0	  
What	  is	  the	  best	  way	  that	  snowboard	  companies	  /	  brands	  can	  communicate	  
with	  you?	  (Please	  check	  only	  one)	   188	   91	  
Other	  (please	  specify)	   279	   0	  
	   //74	  
Think	  about	  a	  time	  where	  a	  snowboard	  company	  /	  brand	  really	  resonated	  
with	  you.	  Describe	  that	  experience	  and	  what	  the	  company	  /	  brand	  did	  to	  
connect	  with	  you:	  
279	   0	  
What	  is	  your	  age?	   279	   0	  
What	  is	  your	  gender?	   206	   73	  
What	  is	  your	  home	  state?	   279	   0	  
	  
Do	  you	  consider	  yourself	  a	  snowboarder?	  
	   Frequency	   Percent	   Valid	  Percent	   Cumulative	  Percent	  
Valid	   Yes	   257	   92.1	   92.1	   92.1	  
No	   22	   7.9	   7.9	   100.0	  
Total	   279	   100.0	   100.0	  	  
	  
How	  long	  have	  you	  been	  snowboarding?	  (years)	  
	   Frequency	   Percent	   Valid	  Percent	   Cumulative	  Percent	  
Valid	   	   26	   9.3	   9.3	   9.3	  
1	   11	   3.9	   3.9	   13.3	  
10	   31	   11.1	   11.1	   24.4	  
11	   12	   4.3	   4.3	   28.7	  
12	   15	   5.4	   5.4	   34.1	  
13	   9	   3.2	   3.2	   37.3	  
14	   10	   3.6	   3.6	   40.9	  
15	   14	   5.0	   5.0	   45.9	  
16	   3	   1.1	   1.1	   47.0	  
17	   4	   1.4	   1.4	   48.4	  
18	   2	   .7	   .7	   49.1	  
19	   1	   .4	   .4	   49.5	  
2	   12	   4.3	   4.3	   53.8	  
23	   1	   .4	   .4	   54.1	  
24	   2	   .7	   .7	   54.8	  
25	   1	   .4	   .4	   55.2	  
3	   11	   3.9	   3.9	   59.1	  
30	   1	   .4	   .4	   59.5	  
4	   18	   6.5	   6.5	   65.9	  
5	   18	   6.5	   6.5	   72.4	  
6	   19	   6.8	   6.8	   79.2	  
7	   20	   7.2	   7.2	   86.4	  
8	   21	   7.5	   7.5	   93.9	  
9	   17	   6.1	   6.1	   100.0	  












Burton	  prior	  lib	  tech	  
BURTON	  SNOWBOARDS	  
Burton,	  Powe	  snowboards	  
Burton,	  Ride,	  Oz	  
Burton,	  Rome	  












How	  often	  do	  you	  snowboard	  on	  average	  during	  a	  season?	  (Please	  check	  only	  one)	  
	   Frequency	   Percent	  
Valid	  
Percent	   Cumulative	  Percent	  
Valid	   Less	  than	  once	  a	  
season	  
1	   .4	   .4	   .4	  
Once	  or	  twice	  a	  season	   7	   2.5	   2.8	   3.2	  
3	  to	  5	  times	  a	  season	   24	   8.6	   9.5	   12.6	  
6	  to	  30	  times	  a	  season	   127	   45.5	   50.2	   62.8	  
31	  to	  50	  times	  a	  season	   49	   17.6	   19.4	   82.2	  
51	  or	  more	  times	  a	  
season	  
45	   16.1	   17.8	   100.0	  
Total	   253	   90.7	   100.0	  	  
Missing	   System	   26	   9.3	  	   	  
Total	   279	   100.0	  	   	  





































	  	  	  
	  
	  
	   //77	  
Model:	  
?	  































Custom	  Flying	  V	  
Custom	  Flying	  V,	  Machine,	  custom-­‐built	  
Custom	  Twin	  restricted	  
Custom	  v-­‐rocker,	  artifact	  rocker	  
Custom	  X	  or	  Canyon	  
decade	  
	   //78	  
















Feel	  good	  v	  rocker	  
Feelgood	  
FeelGood	  
Feelgood	  154	  camber	  
















hot	  knife	  and	  evil	  twil	  
I	  don't	  know	  
I	  have	  about	  ~150	  snowboards	  
	   //79	  
idk	  -­‐	  its	  a	  beginners	  board	  
Infinity	  
ivy	  






















mr	  nice	  guy	  
Mr.	  nice	  guy	  
Mr.	  Nice	  Guy	  
Mr.	  Nice	  Guy/Manic	  
Nugget	  









	   //80	  
process	  
Process	  



























space	  metal	  fantasy	  
Space	  Metal	  Fantasy	  
Supermodel	  
sweet	  tooth	  












































2009	  (I	  think)	  
2010	  
	   //82	  
2010,	  2011	  
2011	  
2011	  or	  2012	  
2012	  
2012-­‐2013	  
2012,	  2011,	  2014	  
2013	  
2013	  or	  2014	  
2013-­‐2014	  












60s	  era	  surfers	  to	  2016	  protos	  
current	  
Don't	  know,	  old	  and	  used	  




Why	  do	  you	  use	  this	  snowboard?	  
a	  little	  stiffer	  for	  bigger	  jumps	  and	  bigger	  mt	  riding	  but	  still	  got	  the	  rocker	  to	  float	  in	  powder	  
and	  make	  it	  a	  little	  playful.	  super	  fun	  all	  around	  board.	  
A	  soft	  pressing,	  hybrid	  core.	  It's	  155W	  park	  board,	  which	  is	  where	  I	  often	  spend	  90%	  of	  my	  
time	  on	  hill,	  if	  not	  all	  of	  it.	  
All	  around	  good	  board+good	  company	  
All	  Mountain	  Board.	  Performance,	  durability	  and	  quality.	  
All	  snowboards	  are	  fun	  
All	  terrain	  and	  it	  was	  a	  good	  sale	  
Amazing	  all-­‐moutain	  board.	  Great	  edge	  hold.	  Great	  on	  powder	  and	  bombing	  groomer.	  
Medium	  flex.	  BTX	  rocker	  technology.	  Awesome	  graphic	  
	   //83	  
At	  the	  time	  I	  purchased	  it,	  it	  fit	  my	  skill	  level.	  Also	  I	  like	  the	  way	  it	  looks.	  It	  also	  seems	  to	  do	  
well	  in	  both	  powder	  and	  on	  icier	  conditions.	  
Because	  I	  got	  it	  fo	  free	  
Because	  I	  haven't	  saved	  up	  enough	  for	  a	  new	  one.	  
Because	  I	  like	  the	  way	  it	  rides	  and	  Ive	  had	  it	  for	  a	  long	  time	  and	  im	  used	  to	  it.	  
Because	  I	  own	  it	  outright	  and	  it	  is	  an	  all-­‐mountain,	  women's	  directional	  cambered	  
board....very	  reliable	  and	  fun	  to	  ride!!	  I	  also	  am	  very	  used	  to	  how	  it	  rides	  and	  responds	  after	  
having	  it	  for	  so	  many	  years.	  
because	  I	  wanted	  a	  park	  board	  that	  didn't	  have	  magne-­‐traction	  
Because	  it	  has	  a	  large	  nose	  for	  powder	  and	  has	  flying	  V	  rocker/camber	  for	  the	  best	  of	  both	  
worlds.	  
Because	  it	  was	  cheap	  
Because	  it	  was	  cheaper	  and	  had	  the	  board	  technology	  i	  was	  looking	  for	  (TBT)	  
Because	  it's	  awesome	  and	  fufills	  my	  need	  for	  a	  stiffer	  board	  
Because	  its	  light,	  flexible	  and	  easy	  to	  manage	  in	  powder	  and	  jumps.	  
Because	  of	  where	  this	  board	  is	  coming	  from.	  The	  ""E""	  in	  Powe.	  represents	  our	  
environmentally	  responsible	  outlook	  on	  the	  world,	  but	  more	  specifically,	  how	  we	  believe	  
snowboard	  industry	  relates	  to	  environment.	  With	  hemp,	  poplar,	  bamboo,	  and	  bio	  epoxy,	  we	  
are	  making	  beautiful,	  durable,	  sustainable	  snowboard	  that	  everyone	  will	  love	  riding	  and	  feel	  
good	  about	  riding.	  
Best	  option	  
board	  with	  bindings	  for	  $100	  
Both	  were	  cheap	  and	  had	  little	  enough	  damage	  where	  I	  can	  use	  them	  for	  the	  next	  few	  
seasons.	  
bought	  it	  on	  sale	  
Bought	  it	  originally	  as	  my	  first	  board	  to	  learn	  how	  how	  snowboard.	  Don't	  have	  enough	  money	  
to	  buy	  a	  new	  one	  and	  it	  still	  works	  for	  me.	  
breaks	  in	  real	  nice,	  ideal	  for	  my	  style	  of	  riding	  
Buttery,	  sick,	  full	  rocker,	  magna	  traction	  
Camber	  has	  more	  edge	  hold	  and	  pop,	  both	  of	  which	  I	  prefer.	  Its	  also	  more	  stable	  on	  landings.	  
Camber	  is	  the	  best	  
Camber	  rules	  
camber,	  discount	  available.	  
Cause	  it's	  great	  
christmas	  gift	  
Christmas	  present	  
Custom	  is	  great	  everywhere!	  Super	  reliable	  and	  not	  too	  washy.	  
cuz	  it's	  fast	  n	  looks	  cool	  n	  is	  good	  
Demoed	  it	  and	  fell	  in	  love.	  
	   //84	  
Dope	  rocker	  
Durability,	  desired	  flex,	  shape	  
Extremely	  flexible	  and	  fun	  to	  ride	  on.	  I	  have	  a	  lot	  of	  control	  
Flat	  top	  allows	  use	  of	  a	  shorter	  board	  and	  quicker	  snappier	  turns	  in	  the	  woods.	  
Flat-­‐top,	  since	  I'm	  a	  beginner.	  	  Also,	  it's	  a	  good	  size.	  
Flex	  and	  magna	  traction	  edges	  
Free,	  all-­‐mountain	  and	  good	  for	  park	  
gift	  
Good	  all	  mountain	  snowboard	  
Good	  balance	  of	  flexibility	  and	  stability.	  
Good	  crusing	  board	  
Good	  deal	  
Good	  fit	  
Good	  for	  backcountry,	  standard	  camber	  board.	  
Good	  for	  speed	  and	  racing	  
Good	  intermediate	  board,	  nice	  for	  carving	  turns,	  firbreglass,	  durable,	  flexey,	  nice	  board.	  
Good	  quality,	  rides	  great	  
Good	  value	  for	  my	  riding	  style	  
Got	  a	  deal	  
Got	  a	  good	  deal	  from	  my	  friend	  who	  works	  for	  Arbor.	  It's	  a	  great	  board!	  
Got	  for	  free	  
Got	  it	  for	  free	  
got	  it	  from	  the	  burton	  sale,	  right	  size/fit	  
got	  it	  used	  for	  good	  price	  
Graphic	  
great	  all	  around	  board.	  Mild	  camber	  is	  awesome	  for	  popping	  on	  jumps	  and	  through	  the	  trees	  
great	  all	  mountain	  board	  
Great	  all	  purpose	  board	  that	  I	  got	  for	  a	  great	  price.	  
Great	  boards	  
Great	  intermediate	  park	  board	  and	  fairly	  flexy,	  love	  it	  and	  super	  fun	  to	  ride!	  
Great	  overall	  performance,	  dependable,	  affordable	  
Great	  park	  and	  all	  around	  reviews	  
I	  bought	  It	  as	  an	  all	  mountain	  board	  but	  was	  long	  and	  stiff	  enough	  to	  race	  with	  
I	  bought	  it	  at	  a	  end	  of	  season	  sale,	  I	  heard	  burton	  was	  a	  good	  quality	  brand,	  a	  man	  helped	  pick	  
this	  one	  out	  for	  the	  versatility	  of	  a	  beginnner	  
I	  bought	  it	  from	  a	  friend	  at	  a	  local	  store	  where	  I	  grew	  up.	  Rome	  was	  a	  smaller	  company	  back	  
then,	  I	  liked	  that.	  
I	  bought	  it	  from	  someone	  and	  it	  was	  the	  best	  deal	  I	  could	  fine	  
I	  enjoy	  the	  free	  and	  fun	  ride	  it	  gives.	  The	  flexible	  full	  rocker	  suits	  my	  style	  in	  the	  park	  well.	  
	   //85	  
i	  found	  it	  cheap	  on	  craigslist	  
I	  got	  it	  at	  a	  time	  when	  the	  v	  rocker	  style	  was	  popular.	  It	  was	  one	  of	  burtons	  top	  boards	  and	  I	  
also	  liked	  the	  color/pattern.	  
I	  got	  it	  for	  a	  good	  price	  
I	  got	  it	  for	  cheap	  and	  I	  like	  the	  stiffness	  and	  how	  it	  rides.	  
I	  got	  it	  on	  sale	  for	  75	  bucks,	  and	  its	  nice	  and	  flexy,	  so	  its	  good	  in	  the	  park.	  Plus	  it	  looks	  pretty	  
cool.	  
I	  got	  it	  used	  at	  a	  tent	  sale.	  It's	  a	  great	  board	  that	  was	  only	  slightly	  used,	  and	  I	  got	  it	  for	  a	  great	  
price.	  
I	  got	  my	  first	  Capita	  board	  a	  couple	  seasons	  ago.	  I	  am	  an	  aggressive	  snowboarder	  and	  The	  
Outsiders	  can	  really	  handle	  my	  riding	  style.	  The	  board	  is	  regular	  camber	  with	  a	  flex	  rating	  of	  6.	  
I	  honestly	  just	  love	  the	  product,	  and	  it's	  a	  huge	  plus	  that	  I'm	  now	  sponsored	  by	  Capita.	  
I	  got	  the	  board	  suggested	  to	  me	  when	  I	  went	  to	  a	  local	  shop	  and	  I	  love	  it.	  
I	  have	  multiple	  boards	  because	  they	  have	  all	  different	  cambers	  for	  different	  conditions	  
i	  like	  a	  soft	  camber,	  midwide	  board	  
I	  like	  Burton	  as	  a	  company	  and	  the	  products	  they	  produce.	  I	  use	  this	  model	  because	  it	  was	  
cheap	  and	  it	  looks	  nice.	  
I	  like	  it	  
I	  like	  it	  for	  park	  runs	  
I	  like	  it.	  Great	  all	  mountain	  feel.	  
i	  like	  it.	  it	  has	  a	  sheet	  of	  kevlar	  in	  it	  for	  crazy	  amounts	  of	  pop	  
I	  like	  the	  company	  (all	  environmentally	  friendly,	  no	  toxins	  in	  manufacturing),	  board	  is	  great	  
quality,	  good	  style	  
I	  like	  the	  design	  and	  ride	  style	  of	  the	  board.	  
I	  like	  to	  ride	  all	  over	  the	  mountain	  and	  this	  is	  a	  great	  all	  mountain	  board.	  
i	  liked	  it	  
I	  love	  it	  
I	  love	  that	  it	  is	  vt	  made.	  It	  is	  a	  great	  Baird,	  great	  warrantee.	  Good	  product	  
I	  love	  the	  rocker	  and	  camber	  combination.	  
I	  picked	  it	  up	  at	  a	  ski	  swap	  and	  haven't	  bought	  a	  brand	  new	  one	  yet	  
I	  really	  like	  the	  brand.	  I	  also	  wanted	  to	  progress	  in	  park	  and	  the	  cadence	  offers	  a	  buttery	  
flexible	  performance.	  
I	  stumbled	  upon	  it	  at	  Resource	  (	  a	  second	  hand	  store)	  it	  was	  my	  size,	  not	  bad	  condition	  and	  
only	  $25.	  
I	  think	  the	  design	  was	  super	  nice	  and	  the	  description	  was	  exactly	  what	  I	  was	  looking	  for	  in	  a	  
snowboard	  
I	  use	  this	  board	  to	  help	  promote	  my	  local	  shop	  and	  improve	  that	  skate	  and	  snowbaord	  scene	  
in	  my	  community.	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I	  use	  this	  snowboard	  because	  it	  has	  a	  nice	  mix	  of	  rocker	  and	  camber.	  I	  have	  camber	  under	  my	  
feet	  which	  gives	  me	  good	  edge	  control,	  while	  the	  rocker	  in	  between	  my	  feet	  allows	  the	  board	  
to	  be	  catch-­‐free	  and	  playful.	  
I	  used	  to	  compete	  in	  USASA	  and	  my	  coach	  had	  me	  buy	  this	  specific	  board	  for	  the	  comps.	  
i	  wanted	  to	  try	  the	  brand	  and	  the	  board	  seemed	  awesome	  
I	  won	  it	  and	  it's	  super	  fun	  to	  ride	  
I	  won	  it	  in	  a	  rail	  jam,	  but	  i	  normally	  ride	  burton	  anyways	  because	  i	  get	  good	  deals	  on	  the	  
boards	  and	  i	  like	  them.	  
I've	  been	  riding	  Stepchilds'	  for	  a	  few	  years	  now	  and	  I	  believe	  they	  make	  a	  great	  product.	  
It	  feels	  good	  to	  ride,	  fun	  in	  powder	  and	  jumps.	  All	  around	  sweet	  board	  
It	  fits	  my	  needs	  and	  preferences	  the	  best.	  
It	  has	  a	  great	  flex	  pattern	  and	  is	  great	  in	  the	  park,	  but	  can	  also	  hold	  up	  when	  ripping	  down	  
trails.	  Not	  to	  mention	  the	  graphics	  are	  sick	  
It	  is	  a	  perfect	  combination	  of	  a	  park	  board	  and	  all	  mountain	  board.	  Fits	  my	  personal	  
preferences	  of	  flex	  and	  torsional	  rigidity.	  Plus	  it	  has	  a	  simple	  graphic	  
It	  is	  a	  rocker	  (reverse	  camber)	  and	  is	  a	  great	  all-­‐mountain	  board	  
It	  is	  a	  stable	  all	  mountain	  board	  that	  has	  camber	  under	  foot	  as	  well	  as	  rocker	  in	  the	  tip.	  	  This	  
makes	  it	  great	  for	  both	  carving	  and	  powder.	  
it	  is	  an	  all	  mountain	  board	  and	  I	  got	  it	  on	  sale	  
It	  is	  dank	  as	  fuck	  and	  I	  like	  to	  shred	  on	  it	  
It	  is	  more	  aggressive	  than	  the	  board	  I	  had	  before.	  
It	  is	  really	  fun.	  Regular	  Camber,	  just	  the	  right	  amount	  of	  flex	  and	  responsiveness.	  
It	  is	  very	  flexible	  and	  has	  a	  lot	  of	  pop	  which	  is	  fun.	  	  It	  also	  is	  an	  all	  mountain	  board	  so	  I	  can	  use	  
it	  in	  almost	  any	  terrain.	  
It	  locks	  into	  rails	  nice	  
It	  was	  20$	  
It	  was	  a	  gift	  and	  I'm	  still	  learning	  so	  I	  don't	  have	  a	  preference	  
It	  was	  a	  gift	  from	  my	  aunt,	  its	  the	  only	  snowboard	  that	  I	  have.	  I	  would	  rather	  use	  it	  than	  rent	  
one	  that	  could	  possibly	  be	  better.	  
It	  was	  a	  good	  deal	  
It	  was	  a	  great	  price	  and	  good	  quality	  
It	  was	  a	  great	  sale	  
It	  was	  cheap	  
It	  was	  cheap	  and	  I	  liked	  it	  
It	  was	  free/	  I	  love	  the	  technology	  
it	  was	  given	  to	  me	  
It	  was	  given	  to	  me-­‐-­‐	  rocker=	  great	  on	  powder!	  
It	  was	  on	  sale,	  a	  friend	  suggested	  it,	  the	  magnetraction	  is	  great	  for	  the	  east	  coast,	  it's	  just	  a	  
good	  deal.	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It	  was	  the	  cheapest	  one	  I	  could	  find	  
It	  was	  the	  cheapest,	  takes	  a	  beating.	  
It	  was	  the	  right	  price	  at	  the	  time,	  but	  this	  is	  going	  to	  be	  my	  last	  season	  with	  it	  
It	  works	  well	  in	  powder	  and	  I	  love	  snowboarding	  through	  the	  trees	  and	  woods.	  
It's	  a	  decent	  priced	  board,	  with	  a	  unique	  shape	  that's	  perfect	  for	  park/jibbing,	  but	  is	  still	  really	  
good	  in	  pow	  
It's	  a	  good	  all-­‐mountain	  board,	  the	  magnetraction	  is	  great	  on	  ice,	  and	  it's	  a	  board	  made	  for	  
women.	  
It's	  a	  good	  park	  board	  but	  stiff	  enough	  for	  allmountain	  
It's	  a	  great	  park	  board.	  
It's	  a	  true	  twin	  with	  the	  C2BTX	  camber/rocker	  combo	  and	  magna	  traction.	  It	  works	  great	  in	  all	  
conditions	  (park/pow/rails/jumps/glades/bowls).	  
It's	  an	  all	  mountain	  board,	  which	  is	  my	  preferred	  style,	  and	  it's	  wide	  so	  I	  don't	  get	  toe-­‐drag.	  It	  
also	  has	  decent	  frontwards-­‐lift,	  so	  it	  stays	  on	  top	  of	  the	  powder	  unless	  I	  fuck	  up.	  
It's	  camber	  and	  its	  wide,	  rides	  awesome	  especially	  for	  me	  being	  a	  bigger	  guy.	  Just	  enough	  pop	  
to	  have	  fun.	  
It's	  camber,	  unique	  shape,	  a	  lot	  of	  fun	  on	  multiple	  types	  of	  terrain	  
It's	  fast	  
It's	  fun,	  light,	  poppy	  
It's	  made	  with	  respect	  to	  the	  environment.	  And	  the	  bed	  board	  I've	  ever	  ridden	  
It's	  Mostly	  camber,	  and	  it	  was	  40%	  off	  
It's	  my	  first	  one,	  i	  like	  it	  for	  a	  variety	  of	  terrains,	  the	  graphic	  isnt	  my	  favorite,	  but	  its	  not	  too	  
flashy	  
It's	  one	  of	  the	  best	  women's	  boards	  ever	  made	  
It's	  served	  me	  well	  for	  years	  
It's	  stiff	  enough	  and	  responsive	  but	  playful	  at	  the	  same	  time.	  Good	  in	  pow	  and	  park.	  
It's	  the	  fucking	  best.	  
It's	  the	  one	  I	  own	  
Its	  a	  brand	  new	  camber	  board	  which	  allows	  me	  to	  be	  comfortable	  when	  i	  ride.	  Its	  great	  for	  
either	  the	  park	  or	  the	  powder	  and	  it	  has	  progressed	  my	  riding.	  
Its	  all	  mountain,	  and	  super	  fun	  where	  ever	  I	  go!	  
Its	  dope	  
its	  fun	  and	  neat	  
Its	  great	  for	  everything.	  It	  does	  well	  in	  powder	  and	  when	  its	  icy.	  
Its	  great	  in	  the	  park	  and	  on	  the	  slopes	  
Its	  hella	  dank	  
Its	  is	  a	  park	  setup	  board	  that	  is	  flexible	  and	  fun	  to	  ride	  
its	  ok	  
its	  soft/fun/playful/	  i	  like	  the	  shape	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Its	  super	  light	  for	  speed,	  great	  edge	  control	  and	  stability	  
Its	  the	  first	  one	  I	  bought.	  
its	  the	  only	  thing	  i	  could	  afford	  
Iv	  had	  it	  for	  a	  while	  and	  it's	  the	  only	  one	  I	  have	  right	  now.	  I	  have	  been	  looking	  for	  a	  new	  one	  
but	  have	  not	  decided	  on	  a	  new	  kind	  yet.	  
Jibbing	  
Light	  Weight	  and	  durable.	  
Love	  that	  Pop!	  Also,	  Rome	  is	  great.	  Quality	  boards,	  good	  customer	  service.	  
Made	  in	  the	  USA	  
Made	  in	  the	  USA.	  Well	  built,	  light	  and	  performs	  well	  on	  all	  mountain	  conditions.	  
Magnatraction	  
my	  boyfriend	  got	  it	  for	  me	  for	  christmas!	  And	  because	  it's	  flat	  base	  and	  super	  poppy	  
My	  dad	  won	  it	  and	  he	  skis	  so	  he	  gave	  it	  to	  me	  
New	  technology	  for	  my	  advanced	  riding,	  Great	  in	  backcountry	  
Nice	  intermediate	  board	  for	  cheap	  at	  the	  Burton	  sale	  
One	  of	  the	  only	  camber	  boards	  offered	  in	  the	  line.	  
Only	  one	  I	  own,	  does	  what	  I	  need	  
Park	  and	  joy	  riding	  
Perfect	  for	  all	  mountain	  terrain	  
Powder/all	  mountain,	  park	  
Really	  like	  the	  shape	  
Rented	  it	  and	  then	  bought	  it	  
Riding	  pow	  
Rocker-­‐camber	  hybrid.	  Longer	  than	  my	  last	  board.	  
Shred	  the	  gnar	  
Size,	  flex,	  Camber	  
size,	  shape,	  flex,	  company	  reliability	  
Soft	  but	  still	  stable.	  For	  performance.	  
Stiff	  all	  mountain	  rider.	  Im	  a	  larger	  guy	  so	  it	  floats	  on	  the	  pow	  and	  carves	  mad	  deep	  
super	  poppy,	  it's	  dope	  
sweet	  tooth	  was	  free..splitboard	  so	  I	  can	  get	  to	  backcountry	  
test	  rode	  it,	  feel	  in	  love	  with	  its	  bendyness	  and	  relaxed	  feel	  
The	  amount	  of	  camber	  it	  has	  is	  awesome.	  the	  mechanism	  and	  flexibility	  of	  the	  board	  is	  really	  
easy	  for	  all	  areas	  of	  the	  mountain	  (woods,	  park,	  mountain,	  etc).	  
the	  camber	  and	  flex	  
The	  camber	  is	  ideal	  for	  my	  riding	  style.	  
The	  company	  recommended	  it	  for	  a	  beginner	  
the	  only	  one	  i	  have	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The	  small	  frame	  fits	  my	  body.	  Its	  an	  all	  mountain	  board	  with	  great	  flex	  and	  easy	  for	  me	  to	  
maneuver.	  
They	  are	  a	  sponsor	  and	  I	  love	  the	  hand	  made	  great	  quality	  they	  put	  into	  the	  product.	  Its	  also	  a	  
really	  fun	  all	  around	  board	  
This	  is	  my	  main/favorite	  snowboard	  of	  the	  ones	  I	  own.	  Super	  strong,	  solid	  and	  stable	  downhill/	  
and	  on	  jumps,	  lays	  a	  good	  edge,	  snappy	  on	  takeoffs	  yet	  buttery	  on	  rails,	  and	  because	  I	  get	  
them	  on	  pro	  form	  
to	  run	  trails	  and	  hit	  park	  slightly	  
Torah	  Bright	  designed	  it	  but	  I	  wish	  I	  did	  more	  research	  and	  demoed	  more	  boards.	  
Trust	  in	  Mervin	  manufacturing	  
twas	  a	  gift	  
very	  flexible.	  Ridews	  better	  than	  my	  old	  board	  (Burton).	  great	  for	  glades,	  cruisers,	  and	  park.	  
Was	  recommended	  to	  me	  and	  super	  flexy.	  Great	  board!!	  
We	  bought	  it	  from	  a	  neighbor	  for	  a	  fantastic	  price,	  so	  it's	  just	  the	  one	  available	  to	  me.	  
With	  its	  pointed	  nose/fish	  tail	  rear,	  this	  directional	  board	  allows	  for	  superior	  turning	  ability	  in	  
thick	  trees	  and	  deep	  powder.	  	  Its	  powder	  rocker	  design	  further	  aids	  in	  this.	  	  I	  use	  this	  because	  I	  
snowboard	  almost	  exclusively	  in	  glades	  on	  mountains	  that	  receive	  lots	  of	  powder	  such	  as	  Jay	  
Peak.	  
won	  it	  in	  silent	  auction	  and	  my	  burton	  board	  was	  designed	  for	  more	  west	  type	  skiing	  (powder)	  
Work/quality/access	  locally	  
	  
How	  did	  you	  acquire	  your	  primary	  snowboard?	  (Please	  check	  only	  one)	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Other	  (please	  specify)	   38	   13.6	   16.2	   16.2	  
It	  was	  a	  gift	   37	   13.3	   15.8	   32.1	  
I	  purchased	  it	  from	  a	  local	  
snowboard	  shop	  
69	   24.7	   29.5	   61.5	  
I	  purchased	  it	  at	  a	  
summer	  sale	  
26	   9.3	   11.1	   72.6	  
I	  purchased	  it	  online	   28	   10.0	   12.0	   84.6	  
Proform	  deal	  /	  industry	  or	  
shop	  discount	  
24	   8.6	   10.3	   94.9	  
I	  am	  sponsored,	  so	  it	  was	  
given	  to	  me	  
12	   4.3	   5.1	   100.0	  
Total	   234	   83.9	   100.0	  	  
Missing	   System	   45	   16.1	  	   	  
Total	   279	   100.0	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Other	  (please	  specify)	  
Bolton	  
Bought	  from	  a	  friend/co-­‐worker	  
Bought	  from	  friend	  
Bought	  it	  from	  a	  friend,	  never	  used	  
Bought	  it	  from	  someone	  on	  Craigslist	  
bought	  off	  guy	  on	  mountain	  




Dad	  works	  with	  solomon	  
Friend	  who	  is	  sponsored	  
Helped	  Colby	  Sears	  in	  the	  Burton	  Warehouse	  for	  2	  hours	  and	  got	  a	  board	  in	  return	  
I	  bought	  it	  from	  the	  owners	  of	  the	  company.	  
I	  did	  get	  it	  for	  free	  but	  shopping	  local	  is	  what	  I	  always	  choose	  to	  do	  
I	  have	  amazing	  friends	  that	  take	  care	  of	  my	  snowboard	  needs	  
I	  purchased	  it	  at	  a	  second	  hand	  store	  
Lease	  (I	  don't	  own	  one)	  
Made	  it	  myself	  
met	  up	  with	  someone	  off	  craigslist	  
Proform	  ..	  AASI	  certified	  
Purchased	  from	  a	  friend	  
purchased	  from	  a	  neighbor	  
Raffle	  
Rented	  




Used	  Demo	  board	  
Warrantied	  
won	  a	  rail	  jam	  at	  burton	  
Won	  in	  contest	  
Won	  it	  at	  a	  rail	  jam	  
Won	  it	  at	  the	  near	  Canada	  open	  
work	  for	  a	  regional	  burton	  distribution	  company	  
Work	  with	  a	  regional	  burton	  demo	  crew	  so	  I	  was	  given	  it	  
Worked	  in	  industry	  
	   //91	  
	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   My	  family	  /	  friends	  were	  
doing	  it	  
120	   43.0	   100.0	   100.0	  
Missing	   System	   159	   57.0	  	   	  
Total	   279	   100.0	  	   	  
	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  





Valid	   My	  significant	  other	  encouraged	  me	   12	   4.3	   100.0	   100.0	  
Missing	   System	   267	   95.7	  	   	  
Total	   279	   100.0	  	   	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  
	   Frequency	   Percent	   Valid	  Percent	   Cumulative	  Percent	  
Valid	   It	  seemed	  fun	   130	   46.6	   100.0	   100.0	  
Missing	   System	   149	   53.4	  	   	  
Total	   279	   100.0	  	   	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  
	   Frequency	   Percent	  
Valid	  
Percent	   Cumulative	  Percent	  
Valid	   I	  saw	  a	  snowboard	  video	  
that	  encouraged	  me	  
37	   13.3	   100.0	   100.0	  
Missing	   System	   242	   86.7	  	   	  
Total	   279	   100.0	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Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   I	  wanted	  to	  try	  
something	  new	  
91	   32.6	   100.0	   100.0	  
Missing	   System	   188	   67.4	  	   	  
Total	   279	   100.0	  	   	  
	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  





Valid	   Other	  women	  were	  doing	  
it	  
5	   1.8	   100.0	   100.0	  
Missing	   System	   274	   98.2	  	   	  
Total	   279	   100.0	  	   	  
	  
Why	  did	  you	  start	  snowboarding?	  Please	  select	  all	  that	  apply.	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Other	  (please	  specify)	   41	   14.7	   100.0	   100.0	  
Missing	   System	   238	   85.3	  	   	  
Total	   279	   100.0	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Other	  (please	  specify)	  
Always	  wanted	  to/SSX/SSX	  Tricky/1080	  for	  n64/Sean	  Palmer/Shaun	  White/X	  Games	  
Burton	  Chill	  program	  gave	  me	  the	  opportunity	  
Dad	  got	  a	  snowboard	  for	  me	  and	  I	  tried	  it	  
got	  bored	  of	  skiing	  
I	  always	  wanted	  to	  learn	  how	  to	  surf	  and	  snowboarding	  was	  the	  closest	  thing	  to	  surfing.	  Later	  
on	  I	  learned	  to	  surf	  and	  the	  two	  sports	  have	  made	  me	  appreciate	  and	  improve	  with	  each	  
sport.	  
I	  attended	  the	  1991	  US	  open,	  decided	  I	  was	  going	  pro	  at	  age	  6	  
I	  can't	  ski.	  I've	  tried	  
I	  cant	  ski	  
i	  got	  bored	  of	  skiing	  
i	  grew	  up	  skateboarding	  so	  i	  felt	  snowboarding	  was	  like	  that	  in	  the	  winter	  
I	  hated	  skiing	  
I	  saw	  older	  kids	  at	  my	  home	  hill	  and	  I	  thought	  it	  was	  the	  coolest	  thing	  ever	  
I	  saw	  snowboarding	  on	  hill	  when	  i	  was	  little	  and	  though	  it	  was	  cool	  
I	  skateboarded	  for	  a	  while	  and	  always	  wanted	  to	  try	  snowboarding.	  
I	  wanted	  to	  shred	  the	  gnar	  
I	  was	  a	  skier	  but	  didn't	  like	  it	  so	  figured	  I	  should	  at	  least	  try.	  
I	  was	  bored	  of	  skiing	  
I	  was	  bored	  with	  skiing	  :)	  
I've	  been	  skiing	  my	  whole	  life	  and	  wanted	  to	  try	  something	  different	  that	  many	  of	  my	  friends	  
and	  family	  enjoy	  
it	  looked	  cool	  
It	  seemed	  better	  Han	  standing	  on	  sleds	  and	  skate	  decks,	  which	  we	  doing	  at	  the	  time	  
My	  best	  friend	  and	  I	  got	  K-­‐Mart	  boards	  from	  ""Santa	  Claus""	  when	  were	  9	  years	  old.	  We	  have	  
not	  missed	  a	  season	  of	  snowboarding	  together	  since,	  regardless	  of	  living	  in	  different	  areas.	  
My	  brother	  did	  it	  
My	  elementary	  school	  offered	  discounted	  lessons.	  
Nah	  
One	  because	  it	  seemed	  fun	  ,	  two	  I	  had	  a	  knee	  injury	  and	  it	  is	  safer	  than	  skiing	  
Parents	  got	  me	  to	  try	  it	  when	  i	  was	  6.	  
School	  trip	  
skiing	  became	  to	  easy	  
Skiing	  got	  too	  easy	  
skiing	  wasn't	  doing	  it	  for	  me	  
snowboard	  class	  offered	  in	  college	  
someone	  dared	  me	  to	  race	  them	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SSX	  Tricky,	  a	  snowboarding	  game	  for	  the	  gamecube	  and	  ps2	  back	  in	  the	  day	  
Stopped	  skiing	  
there	  was	  a	  ski/snowboard	  program	  at	  my	  highschool	  
Wanted	  to	  stop	  skiing	  
Was	  bored	  in	  the	  winter	  and	  wanted	  something	  to	  do	  
Was	  offered	  free	  lessons	  from	  a	  Burton	  engineer,	  couldn't	  pass	  it	  up	  
We	  all	  tried	  to	  skate	  (our	  feet	  strapped	  to	  the	  board)	  seemed	  wayyy	  easier.	  
Xmas	  gift	  in	  3rd	  grade	  
	  
The	  graphics	  on	  the	  snowboard	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   12	   4.3	   5.3	   5.3	  
Unimportant	   14	   5.0	   6.2	   11.6	  
Somewhat	  unimportant	   19	   6.8	   8.4	   20.0	  
Neutral	   30	   10.8	   13.3	   33.3	  
Somewhat	  important	   74	   26.5	   32.9	   66.2	  
Important	   56	   20.1	   24.9	   91.1	  
Very	  important	   20	   7.2	   8.9	   100.0	  
Total	   225	   80.6	   100.0	  	  
Missing	   System	   54	   19.4	  	   	  
Total	   279	   100.0	  	   	  
	  
The	  board	  shape	  (i.e.	  is	  it	  camber,	  reverse	  camber,	  flat,	  etc.)	  





Valid	   Very	  unimportant	   5	   1.8	   2.2	   2.2	  
Unimportant	   1	   .4	   .4	   2.7	  
Neutral	   16	   5.7	   7.1	   9.8	  
Somewhat	  important	   21	   7.5	   9.4	   19.2	  
Important	   63	   22.6	   28.1	   47.3	  
Very	  important	   118	   42.3	   52.7	   100.0	  
Total	   224	   80.3	   100.0	  	  
Missing	   System	   55	   19.7	  	   	  
Total	   279	   100.0	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The	  board	  flex	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   5	   1.8	   2.2	   2.2	  
Unimportant	   2	   .7	   .9	   3.1	  
Somewhat	  unimportant	   1	   .4	   .4	   3.6	  
Neutral	   11	   3.9	   4.9	   8.4	  
Somewhat	  important	   37	   13.3	   16.4	   24.9	  
Important	   75	   26.9	   33.3	   58.2	  
Very	  important	   94	   33.7	   41.8	   100.0	  
Total	   225	   80.6	   100.0	  	  
Missing	   System	   54	   19.4	  	   	  
Total	   279	   100.0	  	   	  
	  
The	  company	  that	  makes	  the	  snowboard	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   7	   2.5	   3.1	   3.1	  
Unimportant	   7	   2.5	   3.1	   6.2	  
Somewhat	  unimportant	   14	   5.0	   6.2	   12.4	  
Neutral	   51	   18.3	   22.7	   35.1	  
Somewhat	  important	   82	   29.4	   36.4	   71.6	  
Important	   48	   17.2	   21.3	   92.9	  
Very	  important	   16	   5.7	   7.1	   100.0	  
Total	   225	   80.6	   100.0	  	  
Missing	   System	   54	   19.4	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It	  is	  available	  at	  my	  local	  snowboard	  shop	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   20	   7.2	   9.0	   9.0	  
Unimportant	   27	   9.7	   12.2	   21.3	  
Somewhat	  unimportant	   23	   8.2	   10.4	   31.7	  
Neutral	   48	   17.2	   21.7	   53.4	  
Somewhat	  important	   41	   14.7	   18.6	   71.9	  
Important	   39	   14.0	   17.6	   89.6	  
Very	  important	   23	   8.2	   10.4	   100.0	  
Total	   221	   79.2	   100.0	  	  
Missing	   System	   58	   20.8	  	   	  
Total	   279	   100.0	  	   	  
	  
I	  can	  get	  a	  good	  deal	  /	  discounted	  price	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   2	   .7	   .9	   .9	  
Unimportant	   6	   2.2	   2.7	   3.6	  
Somewhat	  unimportant	   7	   2.5	   3.1	   6.7	  
Neutral	   22	   7.9	   9.8	   16.5	  
Somewhat	  important	   41	   14.7	   18.3	   34.8	  
Important	   72	   25.8	   32.1	   67.0	  
Very	  important	   74	   26.5	   33.0	   100.0	  
Total	   224	   80.3	   100.0	  	  
Missing	   System	   55	   19.7	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I	  can	  find	  it	  easily	  online	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   25	   9.0	   11.2	   11.2	  
Unimportant	   35	   12.5	   15.6	   26.8	  
Somewhat	  unimportant	   24	   8.6	   10.7	   37.5	  
Neutral	   70	   25.1	   31.3	   68.8	  
Somewhat	  important	   32	   11.5	   14.3	   83.0	  
Important	   30	   10.8	   13.4	   96.4	  
Very	  important	   8	   2.9	   3.6	   100.0	  
Total	   224	   80.3	   100.0	  	  
Missing	   System	   55	   19.7	  	   	  
Total	   279	   100.0	  	   	  
	  
A	  professional	  snowboarder	  /	  snowboarder	  I	  look	  up	  to	  rides	  the	  board	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   57	   20.4	   25.4	   25.4	  
Unimportant	   64	   22.9	   28.6	   54.0	  
Somewhat	  unimportant	   24	   8.6	   10.7	   64.7	  
Neutral	   50	   17.9	   22.3	   87.1	  
Somewhat	  important	   18	   6.5	   8.0	   95.1	  
Important	   7	   2.5	   3.1	   98.2	  
Very	  important	   4	   1.4	   1.8	   100.0	  
Total	   224	   80.3	   100.0	  	  
Missing	   System	   55	   19.7	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The	  graphics	  of	  the	  board	  fit	  my	  personality	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   27	   9.7	   12.1	   12.1	  
Unimportant	   22	   7.9	   9.9	   22.0	  
Somewhat	  unimportant	   20	   7.2	   9.0	   30.9	  
Neutral	   46	   16.5	   20.6	   51.6	  
Somewhat	  important	   58	   20.8	   26.0	   77.6	  
Important	   35	   12.5	   15.7	   93.3	  
Very	  important	   15	   5.4	   6.7	   100.0	  
Total	   223	   79.9	   100.0	  	  
Missing	   System	   56	   20.1	  	   	  
Total	   279	   100.0	  	   	  
	  
The	  snowboard	  company	  sponsors	  athletes	  I	  like	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   48	   17.2	   21.5	   21.5	  
Unimportant	   35	   12.5	   15.7	   37.2	  
Somewhat	  unimportant	   30	   10.8	   13.5	   50.7	  
Neutral	   50	   17.9	   22.4	   73.1	  
Somewhat	  important	   41	   14.7	   18.4	   91.5	  
Important	   14	   5.0	   6.3	   97.8	  
Very	  important	   5	   1.8	   2.2	   100.0	  
Total	   223	   79.9	   100.0	  	  
Missing	   System	   56	   20.1	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What	  friends	  think	  of	  the	  snowboard	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   70	   25.1	   31.3	   31.3	  
Unimportant	   44	   15.8	   19.6	   50.9	  
Somewhat	  unimportant	   33	   11.8	   14.7	   65.6	  
Neutral	   38	   13.6	   17.0	   82.6	  
Somewhat	  important	   31	   11.1	   13.8	   96.4	  
Important	   6	   2.2	   2.7	   99.1	  
Very	  important	   2	   .7	   .9	   100.0	  
Total	   224	   80.3	   100.0	  	  
Missing	   System	   55	   19.7	  	   	  
Total	   279	   100.0	  	   	  
	  
Other	  friends	  /	  family	  have	  a	  good	  experience	  with	  the	  snowboard	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   25	   9.0	   11.2	   11.2	  
Unimportant	   17	   6.1	   7.6	   18.8	  
Somewhat	  unimportant	   18	   6.5	   8.1	   26.9	  
Neutral	   48	   17.2	   21.5	   48.4	  
Somewhat	  important	   59	   21.1	   26.5	   74.9	  
Important	   45	   16.1	   20.2	   95.1	  
Very	  important	   11	   3.9	   4.9	   100.0	  
Total	   223	   79.9	   100.0	  	  
Missing	   System	   56	   20.1	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There	  are	  numerous	  positive	  online	  reviews	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   18	   6.5	   8.1	   8.1	  
Unimportant	   14	   5.0	   6.3	   14.3	  
Somewhat	  unimportant	   8	   2.9	   3.6	   17.9	  
Neutral	   31	   11.1	   13.9	   31.8	  
Somewhat	  important	   59	   21.1	   26.5	   58.3	  
Important	   70	   25.1	   31.4	   89.7	  
Very	  important	   23	   8.2	   10.3	   100.0	  
Total	   223	   79.9	   100.0	  	  
Missing	   System	   56	   20.1	  	   	  
Total	   279	   100.0	  	   	  
	  
The	  board	  is	  featured	  in	  snowboard	  magazines	  (such	  as	  TransWorld	  SNOWboarding,	  
Snowboarder,	  etc.)	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   34	   12.2	   15.2	   15.2	  
Unimportant	   32	   11.5	   14.3	   29.5	  
Somewhat	  unimportant	   32	   11.5	   14.3	   43.8	  
Neutral	   66	   23.7	   29.5	   73.2	  
Somewhat	  important	   40	   14.3	   17.9	   91.1	  
Important	   15	   5.4	   6.7	   97.8	  
Very	  important	   5	   1.8	   2.2	   100.0	  
Total	   224	   80.3	   100.0	  	  
Missing	   System	   55	   19.7	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The	  employees	  at	  my	  local	  shop	  recommend	  it	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   14	   5.0	   6.3	   6.3	  
Unimportant	   9	   3.2	   4.0	   10.3	  
Somewhat	  unimportant	   13	   4.7	   5.8	   16.1	  
Neutral	   44	   15.8	   19.7	   35.9	  
Somewhat	  important	   63	   22.6	   28.3	   64.1	  
Important	   56	   20.1	   25.1	   89.2	  
Very	  important	   24	   8.6	   10.8	   100.0	  
Total	   223	   79.9	   100.0	  	  
Missing	   System	   56	   20.1	  	   	  
Total	   279	   100.0	  	   	  
	  
There	  is	  a	  guarantee	  on	  the	  snowboard	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   16	   5.7	   7.1	   7.1	  
Unimportant	   10	   3.6	   4.4	   11.6	  
Somewhat	  unimportant	   17	   6.1	   7.6	   19.1	  
Neutral	   49	   17.6	   21.8	   40.9	  
Somewhat	  important	   66	   23.7	   29.3	   70.2	  
Important	   52	   18.6	   23.1	   93.3	  
Very	  important	   15	   5.4	   6.7	   100.0	  
Total	   225	   80.6	   100.0	  	  
Missing	   System	   54	   19.4	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I	  was	  able	  to	  demo	  the	  board	  before	  purchase	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Very	  unimportant	   23	   8.2	   10.2	   10.2	  
Unimportant	   21	   7.5	   9.3	   19.6	  
Somewhat	  unimportant	   29	   10.4	   12.9	   32.4	  
Neutral	   68	   24.4	   30.2	   62.7	  
Somewhat	  important	   38	   13.6	   16.9	   79.6	  
Important	   28	   10.0	   12.4	   92.0	  
Very	  important	   18	   6.5	   8.0	   100.0	  
Total	   225	   80.6	   100.0	  	  
Missing	   System	   54	   19.4	  	   	  
Total	   279	   100.0	  	   	  
	  
Advertised	  brands	  are	  better	  than	  those	  that	  are	  not	  advertised	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   17	   6.1	   8.5	   8.5	  
Disagree	   63	   22.6	   31.5	   40.0	  
Neither	   93	   33.3	   46.5	   86.5	  
Agree	   24	   8.6	   12.0	   98.5	  
Strongly	  agree	   3	   1.1	   1.5	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	  	   	  
Total	   279	   100.0	  	   	  
	  
Quality	  products	  are	  made	  by	  well-­‐known	  companies	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   8	   2.9	   4.0	   4.0	  
Disagree	   46	   16.5	   23.1	   27.1	  
Neither	   60	   21.5	   30.2	   57.3	  
Agree	   80	   28.7	   40.2	   97.5	  
Strongly	  agree	   5	   1.8	   2.5	   100.0	  
Total	   199	   71.3	   100.0	  	  
Missing	   System	   80	   28.7	  	   	  
Total	   279	   100.0	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I	  prefer	  a	  certain	  brand	  of	  most	  products	  I	  buy	  or	  use	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   7	   2.5	   3.5	   3.5	  
Disagree	   27	   9.7	   13.6	   17.1	  
Neither	   40	   14.3	   20.1	   37.2	  
Agree	   106	   38.0	   53.3	   90.5	  
Strongly	  agree	   19	   6.8	   9.5	   100.0	  
Total	   199	   71.3	   100.0	  	  
Missing	   System	   80	   28.7	  	   	  
Total	   279	   100.0	  	   	  
	  
I	  don’t	  care	  about	  the	  brand	  of	  most	  products	  I	  buy	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   18	   6.5	   9.1	   9.1	  
Disagree	   78	   28.0	   39.6	   48.7	  
Neither	   57	   20.4	   28.9	   77.7	  
Agree	   36	   12.9	   18.3	   95.9	  
Strongly	  agree	   8	   2.9	   4.1	   100.0	  
Total	   197	   70.6	   100.0	  	  
Missing	   System	   82	   29.4	  	   	  
Total	   279	   100.0	  	   	  
	  
Brand-­‐name	  products	  work	  better	  than	  “off-­‐brands”	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   13	   4.7	   6.5	   6.5	  
Disagree	   63	   22.6	   31.7	   38.2	  
Neither	   86	   30.8	   43.2	   81.4	  
Agree	   33	   11.8	   16.6	   98.0	  
Strongly	  agree	   4	   1.4	   2.0	   100.0	  
Total	   199	   71.3	   100.0	  	  
Missing	   System	   80	   28.7	  	   	  
Total	   279	   100.0	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Most	  snowboard	  products	  are	  not	  as	  durable	  as	  they	  should	  be	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   7	   2.5	   3.5	   3.5	  
Disagree	   68	   24.4	   34.3	   37.9	  
Neither	   61	   21.9	   30.8	   68.7	  
Agree	   48	   17.2	   24.2	   92.9	  
Strongly	  agree	   14	   5.0	   7.1	   100.0	  
Total	   198	   71.0	   100.0	  	  
Missing	   System	   81	   29.0	  	   	  
Total	   279	   100.0	  	   	  
	  
In	  general,	  I	  am	  satisfied	  about	  most	  snowboard	  products	  I	  buy	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   2	   .7	   1.0	   1.0	  
Disagree	   6	   2.2	   3.0	   4.0	  
Neither	   24	   8.6	   12.0	   16.0	  
Agree	   125	   44.8	   62.5	   78.5	  
Strongly	  agree	   43	   15.4	   21.5	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	  	   	  
Total	   279	   100.0	  	   	  
	  
Most	  snowboard	  products	  are	  overpriced	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   2	   .7	   1.0	   1.0	  
Disagree	   19	   6.8	   9.5	   10.5	  
Neither	   65	   23.3	   32.5	   43.0	  
Agree	   84	   30.1	   42.0	   85.0	  
Strongly	  agree	   30	   10.8	   15.0	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	  	   	  
Total	   279	   100.0	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Most	  prices	  are	  reasonable	  considering	  the	  cost	  of	  making	  decent	  snowboard	  products	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   5	   1.8	   2.5	   2.5	  
Disagree	   40	   14.3	   20.2	   22.7	  
Neither	   88	   31.5	   44.4	   67.2	  
Agree	   62	   22.2	   31.3	   98.5	  
Strongly	  agree	   3	   1.1	   1.5	   100.0	  
Total	   198	   71.0	   100.0	  	  
Missing	   System	   81	   29.0	  	   	  
Total	   279	   100.0	  	   	  
	  
I	  will	  actively	  seek	  out	  specific	  snowboard	  products	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   5	   1.8	   2.5	   2.5	  
Disagree	   24	   8.6	   12.1	   14.6	  
Neither	   36	   12.9	   18.2	   32.8	  
Agree	   102	   36.6	   51.5	   84.3	  
Strongly	  agree	   31	   11.1	   15.7	   100.0	  
Total	   198	   71.0	   100.0	  	  
Missing	   System	   81	   29.0	  	   	  
Total	   279	   100.0	  	   	  
	  
Most	  women	  can	  use	  men’s	  snowboard	  products	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   14	   5.0	   7.0	   7.0	  
Disagree	   42	   15.1	   21.1	   28.1	  
Neither	   63	   22.6	   31.7	   59.8	  
Agree	   59	   21.1	   29.6	   89.4	  
Strongly	  agree	   21	   7.5	   10.6	   100.0	  
Total	   199	   71.3	   100.0	  	  
Missing	   System	   80	   28.7	  	   	  
Total	   279	   100.0	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Men’s	  snowboard	  products	  are	  better	  than	  women’s	  snowboard	  products	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   11	   3.9	   5.5	   5.5	  
Disagree	   51	   18.3	   25.6	   31.2	  
Neither	   80	   28.7	   40.2	   71.4	  
Agree	   43	   15.4	   21.6	   93.0	  
Strongly	  agree	   14	   5.0	   7.0	   100.0	  
Total	   199	   71.3	   100.0	  	  
Missing	   System	   80	   28.7	  	   	  
Total	   279	   100.0	  	   	  
	  
I	  consider	  myself	  to	  be	  loyal	  to	  one	  brand	  of	  snowboard	  products	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   26	   9.3	   13.3	   13.3	  
Disagree	   74	   26.5	   37.8	   51.0	  
Neither	   40	   14.3	   20.4	   71.4	  
Agree	   41	   14.7	   20.9	   92.3	  
Strongly	  agree	   15	   5.4	   7.7	   100.0	  
Total	   196	   70.3	   100.0	  	  
Missing	   System	   83	   29.7	  	   	  
Total	   279	   100.0	  	   	  
	  
When	  another	  snowboard	  brand	  is	  on	  sale,	  I	  generally	  purchase	  it	  rather	  than	  my	  usual	  
brand	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   16	   5.7	   8.0	   8.0	  
Disagree	   47	   16.8	   23.5	   31.5	  
Neither	   73	   26.2	   36.5	   68.0	  
Agree	   55	   19.7	   27.5	   95.5	  
Strongly	  agree	   9	   3.2	   4.5	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	  	   	  
Total	   279	   100.0	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If	  I	  like	  a	  snowboard	  brand,	  I	  rarely	  switch	  from	  it	  just	  to	  try	  something	  different	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   10	   3.6	   5.0	   5.0	  
Disagree	   67	   24.0	   33.5	   38.5	  
Neither	   66	   23.7	   33.0	   71.5	  
Agree	   50	   17.9	   25.0	   96.5	  
Strongly	  agree	   7	   2.5	   3.5	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	  	   	  
Total	   279	   100.0	  	   	  
	  
When	  purchasing	  snowboard	  products,	  I	  enjoy	  exploring	  several	  different	  alternatives	  or	  
brands	  while	  shopping	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   2	   .7	   1.0	   1.0	  
Disagree	   24	   8.6	   12.1	   13.1	  
Neither	   53	   19.0	   26.6	   39.7	  
Agree	   101	   36.2	   50.8	   90.5	  
Strongly	  agree	   19	   6.8	   9.5	   100.0	  
Total	   199	   71.3	   100.0	  	  
Missing	   System	   80	   28.7	  	   	  
Total	   279	   100.0	  	   	  
	  
Snowboarding	  gives	  me	  confidence	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   3	   1.1	   1.5	   1.5	  
Disagree	   3	   1.1	   1.5	   3.0	  
Neither	   22	   7.9	   11.0	   14.0	  
Agree	   92	   33.0	   46.0	   60.0	  
Strongly	  agree	   80	   28.7	   40.0	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	  	   	  
Total	   279	   100.0	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Snowboard	  ads	  usually	  catch	  my	  interest	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   3	   1.1	   1.5	   1.5	  
Disagree	   19	   6.8	   9.6	   11.2	  
Neither	   26	   9.3	   13.2	   24.4	  
Agree	   94	   33.7	   47.7	   72.1	  
Strongly	  agree	   55	   19.7	   27.9	   100.0	  
Total	   197	   70.6	   100.0	  	  
Missing	   System	   82	   29.4	  	   	  
Total	   279	   100.0	  	   	  
	  
I	  pay	  close	  attention	  to	  snowboard	  ads	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   9	   3.2	   4.6	   4.6	  
Disagree	   35	   12.5	   17.9	   22.4	  
Neither	   57	   20.4	   29.1	   51.5	  
Agree	   61	   21.9	   31.1	   82.7	  
Strongly	  agree	   34	   12.2	   17.3	   100.0	  
Total	   196	   70.3	   100.0	  	  
Missing	   System	   83	   29.7	  	   	  
Total	   279	   100.0	  	   	  
	  
Most	  snowboard	  advertising	  provides	  consumers	  with	  essential	  information	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   18	   6.5	   9.0	   9.0	  
Disagree	   58	   20.8	   29.0	   38.0	  
Neither	   88	   31.5	   44.0	   82.0	  
Agree	   30	   10.8	   15.0	   97.0	  
Strongly	  agree	   6	   2.2	   3.0	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	  	   	  
Total	   279	   100.0	  	   	  
	  
	  
	   //109	  
	  
	  
I	  enjoy	  most	  snowboard	  advertisements	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   3	   1.1	   1.5	   1.5	  
Disagree	   15	   5.4	   7.5	   9.0	  
Neither	   62	   22.2	   31.2	   40.2	  
Agree	   93	   33.3	   46.7	   86.9	  
Strongly	  agree	   26	   9.3	   13.1	   100.0	  
Total	   199	   71.3	   100.0	  	  
Missing	   System	   80	   28.7	  	   	  
Total	   279	   100.0	  	   	  
	  
If	  my	  preferred	  brand	  of	  snowboard	  products	  was	  not	  available	  at	  the	  store,	  it	  would	  make	  
little	  difference	  to	  me	  if	  I	  had	  to	  choose	  another	  brand	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Strongly	  disagree	   12	   4.3	   6.0	   6.0	  
Disagree	   60	   21.5	   30.0	   36.0	  
Neither	   62	   22.2	   31.0	   67.0	  
Agree	   56	   20.1	   28.0	   95.0	  
Strongly	  agree	   10	   3.6	   5.0	   100.0	  
Total	   200	   71.7	   100.0	  	  
Missing	   System	   79	   28.3	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Where	  do	  you	  most	  often	  find	  information	  on	  what	  type	  of	  snowboard	  products	  to	  
purchase?	  (Please	  choose	  only	  your	  most	  influential	  source	  of	  information)	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Other	  (please	  specify)	   9	   3.2	   4.7	   4.7	  
Online	   82	   29.4	   43.2	   47.9	  
Local	  Shops	   38	   13.6	   20.0	   67.9	  
Magazines	   7	   2.5	   3.7	   71.6	  
Company	  (directly)	   7	   2.5	   3.7	   75.3	  
Sales	  Representatives	   6	   2.2	   3.2	   78.4	  
Friends/family	   41	   14.7	   21.6	   100.0	  
Total	   190	   68.1	   100.0	  	  
Missing	   System	   89	   31.9	  	   	  
Total	   279	   100.0	  	   	  
	  
Other	  (please	  specify)	  
Co-­‐workers	  at	  a	  mountain	  resort	  
Demo	  
I	  don't	  really	  research	  
I	  work	  at	  a	  shop	  and	  instruct	  so	  it	  is	  my	  job	  to	  know	  my	  stuff.	  I	  learn	  from	  a	  variety	  of	  sources	  
and	  experiences	  
myself,	  my	  coach	  
Other	  snowboard	  instructors	  (co-­‐workers)	  
price	  tag	  
Ralph	  Kucharek	  
talking	  to	  randos	  
Total	  
	  









Blue	  Hubbard	  Slickers	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burton	  
Burton	  
Burton	  (Hard	  goods	  only)	  
Burton	  Snowboards	  
Burton,	  Rome,	  Never	  Summer	  
Burton!	  
Burton?	  




dinosaurs	  will	  die	  
Don't	  care	  
Don't	  have	  one	  
Don't	  have	  one.	  I	  like	  burton	  arbor	  and	  flow	  however	  
dwd	  







homewood	  	  snowboards	  
I	  don't	  have	  one	  











Never	  Summer,	  Now	  Bindings,	  One	  Ball	  Jay	  
Neversummer	  /	  union	  /	  k2	  /	  dakine	  
Nike	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Nikita	  
No	  one	  single	  company,	  I	  like	  different	  brands	  for	  different	  reasons.	  
None	  























A	  fan	  of	  the	  athletes	  and	  products	  
all	  around	  great	  boards	  
All	  homemade,	  uniquely	  and	  thoughtfully	  designed,	  and	  focused	  on	  fun,	  function,	  form,	  and	  
flow!!	  
All	  of	  the	  Burton	  gear	  I've	  had	  has	  held	  up.	  
Always	  has	  quality	  products,	  	  sometimes	  a	  bit	  pricey,	  	  but	  the	  quality	  is	  there.	  
Always	  rode	  their	  boards,	  happy	  with	  customer	  service	  when/if	  they've	  broken	  
As	  a	  women,	  I	  feel	  like	  they	  have	  the	  best	  woman	  specific	  line.	  
Availability	  and	  variety	  of	  products	  
Based	  here,	  always	  have	  a	  solid	  product	  
Because	  I	  grew	  up	  visiting	  the	  Burlington	  Factory	  store	  and	  went	  to	  the	  Burton	  summer	  sales	  
as	  a	  little	  kid	  
Because	  it	  is	  the	  only	  company	  I	  have	  been	  really	  familiar	  with.	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Because	  there	  are	  so	  many	  great	  companies	  it's	  hard	  to	  choose	  just	  one.	  Each	  company	  has	  a	  
different	  feel/	  lifestyle	  and	  I	  like	  each	  one	  for	  a	  different	  reason.	  
because	  they	  are	  a	  monopoly	  and	  suck	  
Because	  they	  care	  about	  the	  environment,	  take	  steps	  to	  reflect	  such	  care,	  and	  produce	  very	  
high	  quality	  boards	  using	  sometimes	  untraditional	  designs	  in	  an	  environmentally	  considerate	  
manor	  at	  a	  very	  reasonable	  price.	  
Because	  they	  have	  graphic	  design	  contests,	  support	  local	  charity	  events	  and	  are	  friendly	  in	  
how	  they	  conduct	  business.	  
Because	  they	  make	  quality	  products,	  have	  good	  graphics,	  a	  fantastic	  team	  and	  have	  made	  a	  
substantial	  impact	  on	  snowboarding.	  
Boards	  are	  really	  fun	  to	  ride	  and	  they	  have	  good	  women's	  options	  for	  boards	  
Branding/	  team	  riders	  
Burton	  has	  the	  style	  of	  board	  that	  I	  like	  as	  far	  as	  shape	  and	  sometimes	  but	  not	  always	  the	  
graphics	  are	  interesting.	  They	  also	  explain	  thoroughly	  the	  benefits	  of	  certain	  shapes	  of	  
different	  boards.	  
Burton	  is	  my	  favorite	  snowboard	  company	  because	  I	  have	  purchased	  other	  branded	  products	  
that	  were	  more	  expensive	  then	  burton	  and	  they	  did	  not	  do	  the	  same	  quality	  job	  as	  burton.	  
Burton	  also	  provides	  a	  sense	  of	  ease	  when	  riding	  because	  when	  living	  in	  Burlington,	  there	  is	  a	  
Burton	  store	  I	  would	  be	  able	  to	  go	  to	  with	  questions.	  
Burton's	  products	  are	  super	  consistent	  and	  they	  sponsor	  Mikkel	  Bang,	  DC	  sells	  boards	  
designed	  by	  Torstein,	  Capita	  has	  a	  really	  cool	  attitude	  and	  decent	  product,	  Bataleon	  is	  really	  
unique,	  Ride	  has	  an	  interesting	  range	  of	  products.	  
Consistent,	  all	  around	  great	  gear	  and	  boards.	  
decently	  priced,	  good	  quality	  
Even	  though	  K2	  was	  more	  originally	  skiing,	  Most	  of	  my	  snowboarding	  equipment	  is	  K2	  and	  its	  
lasted	  a	  while	  for	  me.	  
Familiar	  
Family/friends	  have	  worked	  there.	  Haven't	  had	  any	  issues	  with	  the	  boards.	  Cool	  logo.	  
First	  board,	  stuck	  with	  it	  so	  far	  
For	  snowboards	  I	  like	  them	  the	  best.	  They're	  a	  little	  pricey	  but	  they	  make	  really	  solid	  product.	  
friendly	  people,	  help	  spread	  snowboarding	  to	  a	  lot	  of	  people	  to	  spread	  an	  awesome	  thing	  
Fun	  boards	  to	  ride	  and	  something	  different	  to	  burton	  boards	  i	  typically	  use	  
Good	  products,	  good	  rep,	  reliable	  
good	  products,	  I	  get	  a	  40%	  discount,	  good	  customer	  service	  and	  warranty	  programs	  
Good	  reputation,	  generally	  good	  products.	  Rome	  is	  great,	  Never	  Summer	  is	  newer	  but	  creating	  
a	  good	  name	  for	  themselves,	  I	  love	  Burton	  boards,	  but	  their	  boots	  don't	  generally	  last/	  are	  
cheaply	  made.	  
Good	  snowboards	  for	  women	  
graphics,	  shapes,	  right	  attitude	  for	  core	  snowboarding	  
	   //114	  
Great	  local	  company	  
havn't	  thought	  about	  it	  
Hmmm	  not	  sure	  
I	  	  have	  always	  used	  their	  products	  and	  always	  been	  satisfied.	  
i	  am	  seriously	  impressed	  with	  both	  of	  the	  companies	  durability.	  
I	  don't	  know	  enough	  about	  snowboarding	  products	  to	  have	  an	  informed	  opinion.	  Most	  of	  my	  
snowboarding	  products	  last	  me	  many	  years	  so	  I	  haven't	  had	  to	  buy/research	  snowboarding	  
products	  lately.	  
I	  don't	  really	  have	  a	  favorite,	  but	  I	  guess	  I	  have	  a	  lot	  of	  burton	  gear	  because	  of	  the	  sale	  every	  
year.	  
I	  guess	  you	  could	  say	  I'm	  hooked.	  I	  started	  following	  the	  brand,	  and	  then	  had	  a	  chance	  to	  be	  a	  
small	  part	  of	  it,	  as	  I	  am	  sponsored	  by	  Capita.	  I	  got	  sucked	  in!	  I'm	  into	  the	  team	  riders	  for	  the	  
most	  part.	  I	  thoroughly	  enjoy	  the	  product,	  and	  the	  union	  the	  brand	  seems	  to	  have	  with	  
ThirtyTwo	  Boots	  and	  Union	  Bindings.	  The	  combo	  of	  the	  three	  brands	  is	  a	  triple	  threat	  to	  me,	  
and	  I	  love	  riding	  the	  product	  and	  representing.	  
i	  had	  2	  burton	  boards	  previously	  but	  I	  really	  like	  that	  their	  products	  reach	  beyond	  winter	  and	  
can	  be	  used	  year	  round.	  Their	  apparel	  is	  stylish,	  although	  it's	  somewhat	  pricey.	  
I	  had	  a	  great	  snowboard	  from	  there	  and	  I	  love	  their	  jackets.	  Also	  they	  have	  a	  reputation	  of	  
making	  quality	  snowboard	  products.	  
I	  have	  a	  Burton	  board	  and	  don't	  know	  enough	  about	  other	  companies	  to	  have	  an	  opinion	  
about	  them	  
I	  have	  found	  reliable	  womens	  products	  by	  them	  
I	  have	  grown	  up	  with	  them	  
I	  have	  had	  a	  lot	  of	  good	  experiences	  with	  Burton	  products.	  
I	  have	  had	  great	  experiences	  using	  their	  products	  in	  the	  past	  and	  they	  are	  very	  easy	  to	  shop	  
for	  online.	  
I	  have	  had	  three	  Ride	  snowboards	  and	  have	  am	  on	  my	  second	  pair	  of	  Ride	  boots.	  
I	  have	  really	  cool	  green	  burton	  bindings,	  which	  are	  the	  shit	  and	  look	  fly.	  Burton	  makes	  the	  best	  
shit,	  but	  everything	  but	  the	  bindings	  were	  way	  too	  overpriced.	  
I	  have	  used	  their	  bindings	  and	  boots	  forever.	  They	  are	  so	  convenient	  and	  I	  love	  them.	  
I	  haven't	  been	  exposed	  to	  or	  had	  the	  opportunity	  to	  explore	  other	  company's	  products.	  
Burton	  has	  the	  sale	  every	  summer	  so	  that's	  where	  I	  have	  mainly	  purchased	  my	  gear.	  
I	  know	  many	  of	  the	  employees,	  and	  their	  products'	  quality	  has	  always	  been	  there	  for	  me.	  
Great	  warranty,	  and	  I	  know	  they're	  putting	  the	  most	  money	  into	  R&D	  
I	  like	  that	  they	  stay	  core	  to	  snowboarding,	  like	  their	  style,	  like	  their	  product	  
I	  like	  that	  they're	  a	  smaller	  VT	  company.	  
I	  like	  the	  conservative	  direction	  they	  are	  taking	  now	  with	  products	  and	  good	  quality.	  A	  few	  
years	  ago	  I	  hated	  them	  and	  they	  had	  bad	  product	  but	  I	  feel	  they've	  turned	  it	  around	  
I	  like	  the	  progressive	  product	  line	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I	  like	  the	  styles	  and	  products	  offered	  
I	  like	  their	  general	  brand	  image	  and	  the	  fact	  that	  they	  are	  centered	  in	  Burlington	  
I	  like	  their	  products	  
I	  like	  their	  style	  
I	  like	  there	  boards	  an	  bindings	  
I	  love	  the	  Gnu	  and	  Lib	  Tech	  boards.	  I've	  blown	  through	  tons	  of	  other	  boards,	  and	  they	  just	  
seem	  to	  fit	  me	  perfectly.	  
I	  love	  the	  style	  of	  their	  outerwear	  and	  the	  company	  is	  run	  by	  mostly	  woman	  which	  is	  awesome	  
I	  really	  like	  the	  majority	  of	  their	  products.	  
I	  think	  the	  design	  of	  their	  snowboards	  are	  pretty	  cool.	  	  Their	  products	  are	  pretty	  reliable.	  	  
Their	  clothing	  line	  is	  really	  nice	  as	  well.	  
I	  think	  they	  make	  good	  products,	  hard	  to	  choose	  a	  favorite	  tho	  
I	  think	  they're	  the	  company	  im	  used	  to	  so	  I	  dont	  really	  want	  to	  spend	  absurd	  amounts	  of	  
money	  on	  a	  company	  I	  dont	  know.	  
I	  work	  for	  them	  +	  R&D	  here	  is	  the	  truth.	  	  Respect	  your	  elders	  
I'm	  from	  VT,	  k2	  is	  well	  respected,	  burton	  is	  local	  
I've	  always	  had	  a	  K2	  board.	  Just	  what	  I've	  been	  about	  my	  entire	  snowboarding	  life.	  Hard	  to	  
imagine	  riding	  without	  one.	  
I've	  demoed	  a	  lot	  of	  boards,	  and	  for	  some	  reason	  I	  really	  enjoy	  every	  capita	  board	  I've	  ridden.	  
Other	  boards	  from	  other	  brands	  I've	  ridden	  are	  great	  too,	  but	  they	  were	  never	  as	  satisfying	  as	  
Capita.	  
I've	  had	  a	  burton,	  salomon,	  rome	  and	  now	  gnu,	  all	  good	  boards	  
I've	  jumped	  around	  on	  a	  bunch	  of	  different	  boards	  and	  I've	  been	  happy	  with	  just	  about	  all	  the	  
boards	  I	  have	  ridden.	  Mainly	  nitro,	  never	  summer,	  forum	  
If	  it	  works	  I'm	  good	  
Insane	  warranties	  and	  the	  flagship	  store	  is	  very	  nearby	  (great	  selection,	  knowledgable	  staff).	  
There	  are	  no	  other	  snowboard	  specific	  stores	  in	  Burlington.	  Easier	  than	  riding	  a	  west	  coast	  
brand	  in	  case	  something	  were	  to	  happen.	  Do	  not	  like	  shopping	  online	  for	  boards-­‐	  Burton	  has	  
their	  full	  line.	  
it	  is	  a	  local	  Vermont	  company	  and	  I	  know	  people	  who	  work	  at	  it	  and	  run	  it	  
It	  is	  what	  many	  friends	  and	  family	  before	  me	  have	  used,	  loved,	  and	  trusted.	  
It's	  all	  I've	  really	  ever	  had/riden	  
It's	  classic	  and	  its	  never	  done	  me	  wrong	  
It's	  cool	  
It's	  local	  and	  well	  known	  and	  it	  is	  my	  significant	  others	  favorite	  and	  he	  got	  me	  into	  
snowboarding	  
it's	  the	  only	  stuff	  I	  own,	  didn't	  explore	  my	  options	  much	  and	  it's	  lasted	  me	  so	  far	  so	  I	  haven't	  
had	  too	  look	  for	  anything	  new	  from	  anywhere	  else	  
It's	  what	  I'm	  most	  used	  to.	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It's	  what	  I'm	  riding	  right	  now.	  Will	  probably	  change	  in	  the	  future	  
Ive	  been	  to	  their	  headquarters	  a	  couple	  times	  to	  help	  out	  with	  their	  sale,	  and	  talked	  with	  the	  
founders.	  They	  are	  all	  really	  nice	  people,	  and	  their	  boards	  are	  pretty	  good	  too.	  
Ive	  Had	  the	  Forum	  Spinster	  2012,	  which	  was	  fun,	  but	  more	  for	  park	  board,	  the	  Salomon	  I	  had	  
was	  more	  of	  an	  all	  mountain	  board	  and	  i	  rode	  it	  for	  2	  seasons.	  very	  reliable	  board.	  
jake	  burton	  is	  a	  cool	  dude	  
Japow	  
Job	  
Local	  Demanding	  company	  that	  helps	  push	  the	  boundaries	  of	  the	  sport	  and	  helps	  riders	  stay	  
moving.	  
local	  location	  
Local	  UVM	  company,	  centered	  on	  environmentally	  friendly	  boards,	  fun	  community	  vibe	  
Local,	  also	  has	  a	  variety	  of	  options	  for	  many	  riders.	  
Local,	  and	  very	  informative	  
Local,	  good	  products,	  good	  customer	  service	  
Long	  time	  user	  of	  product,	  locally	  originated,	  technologically	  capable,	  dependable	  
lots	  of	  options	  for	  women	  specific	  products	  
Make	  their	  boards	  out	  of	  some	  of	  the	  best	  wood	  there	  is,	  magnetraction	  technology...after	  
having	  a	  GNU	  pickle,	  great	  purchase	  and	  most	  of	  our	  boards	  at	  Darkside	  are	  either	  GNU/Lib-­‐
tech	  and	  we	  highly	  recommend	  these	  to	  our	  customers	  
mindfully	  manufactured	  products	  which	  address	  product	  production	  and	  use	  of	  materials	  as	  
well	  as	  style	  and	  function.	  
Most	  well-­‐known	  one.	  The	  only	  one	  I've	  really	  experienced	  in-­‐depth.	  
My	  board	  rides	  nicely	  and	  my	  bindings	  are	  durable	  
My	  first	  and	  second	  boards	  were	  Ride	  and	  they	  have	  been	  durable,	  reliable,	  and	  enjoyable	  to	  
ride	  for	  the	  years	  I've	  been	  snowboarding.	  
My	  opinion	  is	  jaded	  because	  I	  have	  ridden	  for	  different	  snowbaord	  companies	  that	  sway	  my	  
opinion.	  Overall,	  I	  dont	  feel	  like	  I'm	  in	  a	  position	  to	  pick	  a	  favorite	  company.	  Sometimes	  the	  
products	  can	  be	  outstanding	  but	  the	  in	  hour	  and	  management	  can	  be	  whack.	  Its	  all	  a	  shit	  show	  
Never	  Summer	  because	  I	  can't	  break	  the	  boards	  and	  have	  been	  riding	  them	  for	  18	  years.	  	  Now	  
Bindings	  because	  they	  are	  the	  greatest	  thing	  in	  binding	  development	  in	  the	  last	  15	  years.	  	  One	  
Ball	  Jay	  cause	  it's	  simple.	  
Not	  so	  much	  a	  favorite	  company	  as	  what	  I	  know	  best/am	  used	  to.	  Growing	  up	  in	  Vermont	  I	  
have	  always	  been	  able	  to	  purchase	  boards/equipment	  for	  cheap	  at	  the	  summer	  sale.	  
Only	  because	  I	  ride	  one	  of	  their	  boards	  at	  the	  moment.	  No	  particular	  reason	  other	  than	  that.	  
Product	  design	  and	  support	  
Quality	  equipment	  
Quality	  gear	  &	  boards.	  Great	  experience	  every	  time	  I	  go	  to	  buy	  from	  them.	  Customer	  service	  
rocks	  and	  the	  guys	  in	  the	  store	  know	  their	  stuff	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Quality	  materials,	  quality	  products,	  excellent	  service,	  great	  image	  
Quality	  product	  that	  supports	  the	  homies	  
Quality	  products	  and	  quality	  team	  of	  riders	  
Quality	  products,	  great	  commitment	  to	  the	  snowboard	  community!	  
Quality,	  design,	  fun	  and	  local	  company	  presence	  in	  waterbury	  
Representatives	  at	  the	  shop	  are	  very	  knowledgable	  about	  the	  products	  and	  there	  is	  a	  wide	  
range	  of	  equipment	  for	  all	  areas	  and	  types	  of	  snowboarding	  
rider	  owned,	  great	  boards,	  have	  a	  board	  for	  everyone	  except	  toddlers.	  
Sick	  fucking	  feel	  
Small	  company	  makes	  great	  reliable	  boards	  with	  new	  technologies	  
Snowboard	  of	  death	  
Sponsors	  most	  of	  my	  favorite	  snowboarders,	  what	  i	  started	  out	  using	  back	  when	  i	  learned	  how	  
to	  ride,	  i	  can	  depend	  on	  them	  
Started	  on	  it	  from	  family,	  seems	  to	  be	  that	  they	  have	  the	  best	  products	  
Stylish	  outerwear	  
That's	  what	  I	  shred	  
The	  boards	  I	  have	  gotten	  from	  burton	  have	  been	  reliable	  and	  they	  have	  a	  great	  warrenty	  
program.	  
The	  guy	  that	  got	  me	  into	  snowboarding	  worked	  at	  Burton	  and	  gave	  me	  some	  free	  boards.	  It's	  
what	  I	  started	  with	  
The	  history	  and	  the	  quality	  of	  the	  products.	  
The	  owner	  has	  ties	  to	  my	  hometown,	  and	  their	  boards	  are	  a	  great	  quality	  
The	  Triumph	  I	  currently	  ride	  is	  my	  favorite	  board	  that	  i've	  ever	  ridden.	  Plus,	  Burton's	  OG	  
Their	  boards	  are	  super	  fun	  to	  ride	  and	  they	  are	  very	  good	  quality.	  They	  are	  also	  not	  seen	  much	  
on	  the	  mountain	  and	  I	  like	  having	  things	  that	  not	  everyone	  has.	  
their	  hats	  are	  dope	  and	  they	  encourage	  a	  positive	  lifestyle	  that's	  connected	  with	  core	  riding	  
and	  nature	  
Their	  products	  are	  made	  by	  riders	  for	  riders.	  
Their	  products	  are	  made	  well	  and	  backed	  by	  an	  outstanding	  warranty.	  I	  haven't	  had	  to	  
purchase	  snowboard	  boots	  in	  5	  years.	  
There	  products	  have	  always	  held	  up	  to	  heavy	  abuse,	  and	  if	  there	  are	  problems	  they	  have	  been	  
good	  about	  helping	  me	  out.	  
There	  USA	  made	  hand	  built	  with	  great	  product.	  
They	  are	  a	  great	  snow/surf/skate	  company	  with	  true	  roots	  to	  the	  sports	  and	  initiative	  to	  give	  
back	  to	  the	  community	  
They	  are	  local	  and	  bring	  jobs	  to	  Vermont	  
They	  are	  the	  originator	  of	  snowboarding	  and	  continue	  to	  be	  privately	  held.	  Always	  at	  the	  
forefront	  of	  new	  product	  development	  and	  the	  industry	  leader	  in	  support	  for	  women's	  and	  
youth	  snowboarders.	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they	  consistently	  have	  good	  boards	  and	  products.	  They	  are	  not	  super	  expensive	  and	  easy	  to	  
work	  with.	  
they	  have	  been	  around	  since	  the	  beginning	  of	  the	  sport	  and	  i	  like	  the	  way	  their	  products	  
perform	  
They	  have	  great	  quality	  boards,	  they	  are	  local,	  they	  have	  not	  sold	  out	  like	  a	  lot	  of	  companies.	  
When	  boards	  do	  break	  (which	  is	  not	  uncommon)	  they	  make	  up	  for	  in	  customer	  service,	  which	  
keeps	  me	  happy!	  
They	  have	  Magnatraction	  which	  I	  need	  for	  the	  Ice	  Coast	  
They	  have	  not	  exported	  production	  abroad	  to	  sweatshops.	  Their	  women's	  boards	  are	  high-­‐
quality.	  
They	  have	  quality	  stuff	  and	  i	  get	  a	  discount	  there	  
they	  invest	  the	  most	  research	  in	  women's	  products	  
They	  make	  good	  boards,	  have	  god	  designs,	  and	  make	  boards	  for	  women,	  where	  other	  brands	  
focus	  on	  men.	  
They	  make	  great	  boots	  and	  outerwear	  that	  both	  function	  well	  and	  look	  good,	  and	  they	  
sponsor	  a	  lot	  of	  my	  favorite	  riders	  
They	  make	  great	  products.	  
They	  make	  high	  quality	  reliable	  gear	  that	  I	  feel	  comfortable	  using	  in	  all	  conditions.	  
They	  make	  quality	  products	  that	  are	  durable	  at	  a	  reasonable	  price.	  They	  also	  sponsor	  some	  of	  
my	  favorite	  athletes.	  
They	  understand	  the	  female	  rider.	  
They	  were	  my	  first	  board	  
They're	  designs	  are	  similar	  to	  my	  style.	  
They're	  rad	  
They're	  trustworthy.	  They	  have	  been	  making	  snowboards	  for	  a	  long	  time	  and	  they	  have	  a	  
really	  good	  warranty	  on	  most	  of	  their	  products.	  They	  are	  really	  involved	  in	  growing	  the	  sport	  
and	  getting	  more	  people	  to	  experience	  snowboarding.	  Also	  they	  have	  public	  skate	  facilities	  at	  
their	  offices	  which	  is	  rad.	  
theyre	  riders	  are	  super	  fun	  to	  watch,	  doesnt	  mean	  i	  neccassarily	  prefer	  their	  products	  but	  
theyre	  my	  favorite	  company.	  
Vermont	  represent!	  
Vermont-­‐based,	  good	  quality,	  awesome	  employees	  
VT	  Roots-­‐	  personal	  support	  and	  relationship	  




	   //119	  




Brands	  market	  to	  men,	  100%.	  They	  get	  the	  cool	  designs	  and	  because	  I'm	  short	  and	  the	  mens	  
boards	  are	  stiffer	  I	  have	  to	  stick	  to	  women's.	  
Bunch	  of	  try	  hards	  
Burton	  sends	  me	  emails	  and	  invites	  to	  promotional	  events.	  Also	  they	  have	  a	  lot	  of	  free	  board	  
giveaways.	  Other	  companies	  do	  not	  as	  far	  as	  I've	  been	  involved.	  
communication	  saved	  relations	  i	  can	  tell	  but	  i	  could	  never	  right	  my	  wrongs	  less	  i	  write	  them	  
down	  for	  real	  
Could	  be	  improved	  
Decent	  ..	  Good..	  I	  always	  find	  what	  I	  am	  looking	  for	  but	  at	  the	  same	  time	  its	  not	  too	  much	  
Decent,	  some	  do	  it	  better	  than	  others,	  such	  as	  Burton	  with	  the	  Knowbuddys	  and	  Capita	  with	  
the	  Yawgoons	  
Do	  they	  communicate	  with	  us?	  I	  guess	  advertising	  is	  appealing	  
Don't	  care.	  
Don't	  offer	  enough	  sales	  
EH	  
Email	  
Email	  is	  ok	  I	  suppose.	  
Everyone	  wants	  to	  put	  their	  new	  technology	  into	  your	  face,	  when	  they	  need	  to	  focus	  more	  on	  
the	  story	  of	  snowboarding.	  
everything	  cost	  too	  much	  
Fine,	  I	  don't	  really	  pay	  attention	  to	  those	  ads	  
Generally	  effective.	  
Gets	  to	  the	  kids	  well	  
Good	  




I	  believe	  that	  for	  the	  most	  part	  the	  brands	  and	  companies	  are	  doing	  a	  pretty	  good	  job	  
communicating	  with	  me.	  The	  one	  thing	  I	  would	  like	  to	  see	  is	  better	  explanations	  of	  the	  
technology	  the	  companies	  put	  into	  their	  products	  instead	  of	  just	  listing	  the	  names	  of	  the	  
different	  features.	  
I	  don't	  get	  too	  caught	  up	  in	  advertisements	  or	  what	  one	  company	  is	  doing	  compared	  to	  
another.	  I	  just	  ride	  whatever	  I	  can	  or	  have	  at	  the	  time	  
I	  don't	  mind.	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I	  don't	  pay	  a	  ton	  of	  attention	  to	  them	  
I	  don't	  really	  pay	  attention	  to	  ads.	  
I	  don't	  really	  pay	  attention	  to	  any	  of	  the	  advertisements	  other	  than	  being	  blown	  away	  by	  the	  
level	  of	  snowboarding,	  it	  doesn't	  influence	  my	  buying	  habits.	  
I	  don't	  really	  watch	  ads.	  Most	  of	  the	  purchases	  I	  make	  are	  from	  research	  on	  my	  own	  part	  and	  
general	  interest	  in	  Ride	  snowboards	  as	  well	  as	  Union	  binding	  CO.	  
I	  dont	  really	  see	  many	  snowboard	  company	  ads,	  so	  i	  dont	  really	  have	  an	  opinion.	  
I	  enjoy	  most	  snowboard	  ads	  and	  I	  think	  that	  they	  are	  targeted	  to	  the	  right	  market	  and	  that	  
people	  like	  me	  have	  a	  positive	  experience.	  
I	  feel	  frustrated	  that	  many	  snowboarding	  companies	  will	  present	  women's	  gear	  as	  part	  of	  an	  
'outfit'	  and	  is	  less	  focused	  on	  durability	  e.g	  white	  snowboard	  boots	  
I	  feel	  like	  a	  pawn	  
I	  feel	  that	  most	  companies/brands	  focus	  on	  men	  rather	  than	  women	  which	  I	  hate.	  	  I	  generally	  
prefer	  men's	  products	  but	  they	  do	  not	  fit/work	  well	  for	  me.	  
i	  like	  it	  
I	  like	  it	  
I	  like	  it,	  they	  normally	  sound	  like	  they're	  written	  by	  someone	  my	  age.	  
I	  like	  it!	  Fun	  ads	  that	  feature	  beautiful	  mountain	  landscapes.	  Love	  when	  women	  are	  featured	  
in	  adds	  as	  well.	  Would	  be	  amazing	  to	  see	  more	  racial	  diversity	  in	  snowboard	  adds.	  
I	  like	  the	  photography	  and	  graphic	  design	  involved	  in	  most	  snowboard	  advertisements,	  but	  I	  
feel	  that	  they	  could	  provide	  a	  bit	  more	  information	  about	  their	  products	  
I	  love	  it.	  	  I	  immediately	  have	  far	  more	  respect	  and	  bran	  preference	  for	  any	  company	  that	  
sponsors	  a	  high	  quality	  snowboarding	  movie	  with	  a	  quality	  story	  line	  to	  it.	  	  Examples:	  	  
All.I.Can,	  Into	  The	  Mind,	  The	  Art	  of	  Flight,	  etc.	  
I	  love	  the	  websites	  and	  edits	  that	  get	  put	  out.	  As	  long	  as	  its	  authentic	  and	  not	  forced	  its	  ok	  
I	  only	  get	  communications	  from	  small	  companies	  
I	  rarely	  see	  the	  advertisments	  
I	  really	  don't	  have	  an	  opinion	  on	  it.	  
I	  think	  a	  lot	  of	  the	  companies	  put	  pro	  riders	  on	  the	  boards	  and	  show	  the	  consumer	  some	  crazy	  
riding	  but	  a	  lot	  of	  times	  they	  skim	  over	  the	  important	  board	  info	  
I	  think	  companies	  like	  Burton	  are	  too	  focused	  on	  selling	  their	  product...	  ex.	  EST	  bindings	  force	  
you	  to	  buy	  a	  Burton	  board...the	  transition	  plates	  can	  only	  work	  one	  way.	  As	  a	  female	  
snowboarder,	  I	  think	  that	  most	  snowboarding	  companies	  are	  not	  focused	  on	  appealing	  to	  
women	  besides	  Burton's	  bindings	  that	  have	  the	  truefit	  design	  made	  to	  fit	  a	  women's	  body,	  but	  
from	  the	  advertising	  perspective,	  they	  definitely	  don't	  appeal	  to	  most	  women	  (most	  women	  
dont	  even	  know	  that	  the	  truefit	  technology	  exists)	  
I	  think	  I	  could	  do	  a	  better	  job	  at	  searching	  out	  deals	  and	  gear	  that	  I	  like.	  I	  get	  frustrated	  with	  
some	  of	  the	  style	  graphics	  presented	  though	  being	  either	  too	  girly	  or	  too	  guyish,	  I'd	  like	  a	  nice	  
neutral	  gender	  board.	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I	  think	  it	  is	  okay.	  I	  follow	  brands	  on	  Instagram	  and	  I	  get	  emails	  from	  some	  after	  subscribing.	  
I	  think	  it's	  fine	  for	  the	  most	  part.	  Definitely	  appreciate	  Instagram	  as	  a	  method	  for	  showcasing	  
product	  and	  promoting	  the	  lifestyle.	  	  	  	  My	  one	  complaint	  is	  how	  many	  ads	  are	  geared	  towards	  
guys.	  There	  used	  to	  be	  some	  super	  derogatory	  ads	  in	  TWSnow	  but	  after	  complaints,	  that	  has	  
mostly	  changed.	  
I	  think	  it's	  fine.	  
I	  think	  it's	  necessary.	  Snowboarding	  has	  evolved.	  This	  is	  an	  industry,	  there	  is	  a	  business	  that	  
needs	  to	  run	  and	  be	  profitable.	  The	  way	  brands	  communicate	  may	  not	  always	  be	  looked	  at	  as	  
the	  most	  ""core""	  way	  to	  do	  so.	  Anyway	  who	  tries	  to	  say	  one	  way	  or	  another	  though,	  should	  
shut	  it,	  look	  around	  and	  just	  enjoy	  standing	  sideways.	  Snowboarding	  companies	  are	  doing	  
what	  is	  necessary	  to	  allow	  individuals	  like	  myself	  to	  go	  out	  and	  enjoy	  the	  sport	  they	  love,	  for	  
as	  long	  as	  they	  can.	  
I	  think	  social	  media	  is	  a	  huge	  way	  that	  brands	  communicate	  with	  consumers,	  like	  I	  think	  
Burton	  does	  a	  really	  good	  job	  targeting	  specific	  markets	  via	  social	  media	  (	  Burton	  Girls,	  Frendly	  
Gathering,	  etc)	  
I	  think	  that	  snowboard	  brands	  communicate	  pretty	  well	  with	  me	  in	  the	  way	  that	  each	  
company	  represents	  their	  individual	  feel/lifestyle	  and	  as	  a	  consumer,	  I	  see	  the	  differences	  
between	  each	  brand	  and	  base	  my	  feelings/opinions	  off	  of	  that.	  
I	  think	  that	  they	  don't	  communicate	  enough	  and	  that	  there	  are	  not	  enough	  female-­‐oriented	  
snowboard	  companies	  out	  there	  
I	  think	  they	  catch	  my	  attention	  to	  buy	  upgraded	  stuff,	  but	  not	  from	  the	  seller	  directly.	  Im	  not	  
experienced	  enough	  to	  put	  very	  much	  money	  into	  brand	  new	  equipment,	  so	  most	  things	  are	  
second	  hand	  except	  for	  my	  bindings	  
I	  think	  they	  do	  a	  good	  job	  
I	  think	  they	  do	  a	  good	  job	  with	  their	  magazine	  layouts,	  also	  emailing	  customers	  when	  new	  
products	  come	  out.	  
I	  think	  they	  do	  a	  pretty	  good	  job	  at	  it	  I	  guess.	  They	  pretty	  good	  at	  getting	  their	  name	  out	  with	  
edits	  and	  things	  by	  sponsoring	  riders	  and	  what	  not.	  
I	  think	  they	  do	  an	  effective	  job	  of	  reaching	  their	  target	  market.	  
I	  think	  videos	  are	  neat	  except	  when	  they	  are	  over	  branded	  or	  trying	  to	  push	  a	  product	  to	  hard.	  	  	  
As	  far	  as	  direct	  communication	  with	  companies	  go,	  from	  my	  experience,	  customer	  service	  rep	  
are	  really	  friendly,	  relatable,	  and	  non-­‐intimidating.	  
I	  wish	  that	  companies	  were	  hanging	  out	  in	  parking	  lots	  trying	  to	  peddle	  their	  wares	  to	  me!!	  
More	  demos	  and	  events!	  
I	  wish	  they	  would	  make	  more	  snowboard	  movies	  with	  movie	  premeires.	  magazine	  adds	  aren't	  
quite	  as	  good.	  
I	  work	  at	  a	  shop,	  so	  communicating	  is	  very	  easy.	  For	  those	  who	  don't	  work	  in	  the	  shop	  I	  feel	  
they	  have	  to	  immerse	  themselves	  within	  the	  industry	  to	  get	  the	  most	  information.	  They	  must	  
go	  look	  for	  it	  (I.e.	  Magazines,	  online,	  local	  shops).	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I	  work	  directly	  with	  Burton	  through	  the	  UVMST	  
I	  would	  not	  say	  that	  any	  snowboard	  companies/brands	  actively	  communicate	  with	  me.	  
I'm	  happy	  with	  the	  emails	  that	  I	  get,	  and	  the	  yearly	  catalogs.	  Not	  too	  pushy,	  but	  good	  at	  letting	  
me	  know	  what	  deals	  are	  going	  on	  and	  whats	  out	  there	  
I'm	  indifferent	  
Idk	  I	  don't	  really	  encounter	  a	  ton	  of	  snowboard	  advertising	  day	  to	  day	  
If	  it's	  not	  broken,	  don't	  fix	  it	  
If	  you	  are	  not	  actively	  seeking	  information	  you	  wouldn't	  know	  much	  about	  the	  sport	  or	  the	  
products.	  





It	  doesn't	  happen	  that	  often	  
It	  is	  all	  through	  magazines	  and	  videos.	  
It	  is	  easiest	  to	  communicate	  with	  me	  through	  videos.	  
It	  is	  slightly	  distant	  and	  frustrating.	  
It	  is	  turning	  into	  an	  aggressive	  industry,	  because	  there	  is	  so	  much	  money	  involed	  now	  
companies	  seem	  to	  be	  getting	  greedy,	  and	  are	  trying	  to	  create	  more	  things	  for	  us	  to	  buy,	  not	  




It's	  a	  little	  over	  crowded	  market	  in	  my	  opinion	  but	  as	  long	  as	  the	  companies	  consider	  that	  
there	  are	  snowboarders	  of	  diverse	  demographics	  I	  think	  they	  can	  communicate	  well	  
it's	  chyll	  
It's	  fine.	  Advertising	  is	  advertising...	  
it's	  good	  
It's	  not	  the	  best	  
It's	  tits	  
It's	  weak	  
Its	  mostly	  through	  the	  use	  to	  social	  media.	  Personally	  I	  like	  to	  interact	  with	  reps	  and	  such	  at	  
events	  and	  what	  not.	  I	  think	  there's	  a	  huge	  factor	  to	  snowbalrding	  that	  revolves	  around	  
""coolness""	  and	  who	  you	  know	  which	  is	  super	  whack.	  Everyone	  should	  talk	  to	  everyone.	  
Less	  country	  club	  more	  community.	  Please.	  
Like	  it	  
Littler	  is	  better	  
meh	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Meh.	  
More	  like	  a	  consumer	  than	  a	  community	  member	  for	  most	  people,	  but	  the	  times	  they	  are	  a	  
changing..	  
Most	  of	  this	  doesn't	  apply	  to	  me,	  because	  I	  can't	  afford	  to	  just	  be	  buying	  stuff	  all	  the	  time.	  I	  
just	  have	  what	  I	  have	  and	  use	  it,	  if	  my	  binding	  breaks	  i	  fix	  it,	  for	  example.	  







No	  problem	  with	  it.	  
Not	  bad	  
Okay,	  it	  could	  be	  changed,	  they	  expect	  the	  customers	  to	  come	  to	  them	  though	  
pretty	  successfully	  
Promo	  videos	  
Same	  as	  any	  other	  company	  trying	  to	  sell	  you	  stuff	  
Since	  I	  actually	  work	  directly	  with	  several	  companies,	  I	  don't	  necessarily	  see	  ads	  as	  directly	  
directed	  at	  me.	  That	  said,	  I'm	  always	  looking	  forward	  to/watching	  new	  videos	  as	  they	  come	  
out,	  and	  try	  and	  stay	  up	  on	  industry	  news	  as	  much	  as	  possible.	  
Social	  media	  is	  helpful,	  Instagram	  really	  helps	  everyone	  follow	  our	  favorite	  riders	  and	  brands	  
Social	  media	  keeps	  me	  updated	  daily	  on	  what	  brands	  are	  doing.	  I	  like	  the	  accessibility	  but	  it	  
can	  get	  overwhelming	  at	  times.	  
Solid.	  
Some	  are	  easier	  to	  communicate	  with	  directly	  than	  others.	  Their	  sales	  reps,	  customer	  service	  
and	  direct	  marketing	  efforts	  are	  clear	  concise	  and	  on	  point	  with	  technical	  and	  related	  product	  
information.	  
The	  once	  I'm	  working	  with	  communicate	  great.	  Others	  I	  its	  hard	  and	  I	  don't	  try.	  
The	  ones	  I	  buy	  from	  are	  snowboarders	  themselves	  so	  they	  know	  how	  to	  treat	  their	  customers	  
the	  only	  beef	  is	  they	  know	  they	  can	  win	  you	  over	  by	  handing	  out	  freebies.....	  
The	  only	  way	  you	  get	  some	  sort	  of	  communication	  is	  if	  you	  actively	  seek	  it	  yourself.	  
The	  smaller	  and	  especially	  rider	  owned	  companies	  care	  about	  the	  customer	  much	  more	  
There	  could	  be	  more	  ads	  about	  snowboarding	  
There	  is	  a	  general	  lack	  of	  communication	  
They	  advertise	  for	  the	  wrong	  reasons,	  they	  advertise	  to	  the	  market	  of	  beginner	  snowboarders.	  
I	  want	  to	  be	  shown	  why	  I	  should	  by	  this	  board,	  and	  how	  it	  would	  perform	  doing	  what	  I	  want	  to	  
use	  it	  for.	  
They	  are	  sufficient,	  usually	  through	  email.	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They	  aren't	  super	  accessible	  except	  through	  demos	  and	  local	  shops	  
They	  communicate	  in	  a	  friendly/helpful	  manner.	  
They	  could	  be	  better	  about	  helping	  with	  warranty	  
They	  don't	  
They	  don't	  communicate	  with	  me.	  
They	  don't	  really	  
They	  don't	  really.	  
they	  don't	  so	  I	  don't	  know	  
they	  dont	  
They	  keep	  things	  fresh	  and	  interesting	  which	  is	  attractive	  to	  our	  generation.	  
They	  mostly	  use	  striking	  visuals	  to	  draw	  attention	  to	  their	  company	  and	  products.	  
They	  really	  don't	  communicate.	  I	  need	  to	  find	  the	  info	  
They	  should	  give	  me	  more	  discounts.	  
they	  try	  to	  say	  that	  this	  rider	  ride	  it	  so	  you	  should.	  It's	  dumb	  get	  a	  board	  and	  equipment	  that	  
matches	  your	  riding	  style.	  If	  you	  live	  in	  the	  woods	  don't	  get	  a	  park	  board..	  Doesn't	  make	  sense	  
they're	  good	  at	  advertising	  where	  snowboarders	  will	  see	  it	  
Thumbs	  up	  
Too	  corporate,	  don't	  forget	  the	  rebellious	  roots,	  be	  different	  keep	  things	  weird,	  make	  weird	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What	  is	  the	  best	  way	  that	  snowboard	  companies	  /	  brands	  can	  communicate	  with	  you?	  
(Please	  check	  only	  one)	  





Valid	   Other	  (please	  specify)	   4	   1.4	   2.1	   2.1	  
Social	  Media	   76	   27.2	   40.4	   42.6	  
Through	  the	  company	  /	  brand	  
website	  
18	   6.5	   9.6	   52.1	  
TV	  Advertising	   3	   1.1	   1.6	   53.7	  
Through	  snowboard	  specific	  
websites	  (i.e.	  Snowboarder.com)	  
18	   6.5	   9.6	   63.3	  
E-­‐mail	  messages	   16	   5.7	   8.5	   71.8	  
Print	  advertisements	  in	  
snowboard	  magazines	  
6	   2.2	   3.2	   75.0	  
Text	  messages	   1	   .4	   .5	   75.5	  
Through	  placement	  in	  local	  
shops	  
21	   7.5	   11.2	   86.7	  
Event	  sponsorship	   17	   6.1	   9.0	   95.7	  
Athlete	  sponsorship	   8	   2.9	   4.3	   100.0	  
Total	   188	   67.4	   100.0	  	  
Missing	   System	   91	   32.6	  	   	  
Total	   279	   100.0	  	   	  
	  
Other	  (please	  specify)	  
Definitely	  social	  media,	  but	  I	  really	  only	  see	  those	  companies	  that	  I	  follow	  and	  not	  too	  many	  
others.	  
Demos	  and	  informal	  events	  
Skywriting/Banners	  pulled	  by	  small	  airplanes/Blimp	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Think	  about	  a	  time	  where	  a	  snowboard	  company	  /	  brand	  really	  resonated	  with	  you.	  




a	  feeling	  in	  my	  heart	  i	  cannot	  explain.	  joy?	  laughter.	  
A	  sales	  rep	  was	  in	  a	  local	  shop	  I	  was	  working	  at.	  Many	  had	  been	  in	  before	  and	  a	  few	  would	  
come	  in	  after.	  I	  was	  able	  to	  demo	  a	  few	  boards	  this	  season,	  but	  the	  way	  this	  rep	  handled	  the	  
same	  questions	  I	  asked	  other	  reps	  about	  the	  board,	  performance,	  quality,	  durability,	  target	  
market	  group	  went	  above	  normal	  expectations.	  They	  answered	  every	  question	  with	  guile,	  
enthusiasm	  and	  attention	  to	  my	  concerns.	  I	  was	  treated	  as	  part	  of	  the	  company,	  not	  just	  the	  
'local	  ski	  shop'	  or	  another	  'rider'	  looking	  to	  tryout	  the	  latest	  board.	  This	  is	  the	  kind	  of	  
experience	  snowboarders	  look	  for.	  They	  want	  the	  feel	  of	  being	  part	  of	  'The	  Company',	  
something	  larger	  than	  themselves.	  And	  they	  are.	  Snowboarding	  is	  not	  just	  about	  the	  
experience	  of	  snowboarding.	  It	  is	  about	  the	  community	  of	  riders,	  the	  towns	  in	  which	  we	  ride	  
and	  the	  areas	  which	  support	  our	  outdoor	  endeavors.	  This	  rep	  made	  me	  realize	  just	  how	  much	  
that	  really	  means.	  It	  is	  priceless.	  
About	  5	  years	  ago	  Burton	  had	  this	  program	  for	  ""Burton	  Shop	  Girls""	  that	  I	  got	  to	  be	  apart	  of,	  I	  
basically	  got	  to	  take	  surveys	  and	  they	  would	  send	  me	  product	  and	  I	  got	  to	  give	  my	  opinion	  and	  
input.	  I	  also	  found	  myself	  selling	  more	  Burton	  specifically	  because	  I	  got	  to	  know	  more	  about	  
the	  product.	  
After	  breaking	  5	  Palmer	  snowboards,	  I	  was	  given	  a	  Never	  Summer	  and	  never	  looked	  back.	  	  
Nobody	  in	  the	  shop	  I	  worked	  at	  rode	  Never	  Summer	  so	  I	  was	  the	  guinea	  pig.	  	  The	  boards	  ride	  
awesome	  and	  are	  fairly	  indestructible.	  	  No	  big	  sponsorships	  equals	  more	  cash	  for	  them	  to	  
research	  and	  make	  the	  best	  shit	  possible.	  
Ages	  15-­‐18	  I	  rode	  for	  capita	  Union	  coal	  32	  ashbury,	  the	  capita	  in	  house	  dudes	  took	  good	  care	  	  
Of	  me.	  As	  a	  young	  kid	  that	  really	  stoked	  me	  out.	  Injury	  kind	  of	  got	  in	  the	  way	  and	  I'm	  on	  
another	  path,	  but	  being	  young	  and	  in	  the	  Industry	  is	  when	  you	  don't	  realize	  how	  much	  bullshit	  
comes	  with	  it.	  
Although	  I	  don't	  ride	  a	  Rome	  snowboard..	  Rome	  is	  the	  company	  that	  resonated	  with	  me	  the	  
most.	  I	  still	  check	  in	  on	  Rome	  every	  season	  to	  see	  what's	  going	  on	  with	  the	  brand.	  I	  check	  the	  
Operative	  Proform	  site	  for	  any	  small	  items	  I	  could	  rock	  to	  represent	  them.	  The	  ""We	  Believe""	  
campaign	  kicked	  off	  as	  I	  was	  finishing	  my	  senior	  year	  of	  college.	  I	  was	  heavily	  invested	  in	  
Marketing	  and	  studying	  brand	  advertising	  techniques	  and	  campaigns.	  Hands	  down,	  the	  Rome	  
Snowboards	  ""We	  Believe'	  series	  knocked	  me	  off	  my	  feet,	  and	  is	  still	  the	  best	  thing	  I	  
personally	  have	  ever	  seen.	  It	  connected	  to	  me,	  as	  a	  snowboarder,	  who	  lives	  and	  breathes	  
snowboarding	  as	  a	  lifestlye,	  not	  a	  weekend	  activity.	  
Although	  I'm	  too	  broke	  to	  afford	  one,	  the	  sustainablility	  idea	  behind	  Powe	  snowboards	  is	  
something	  I	  can	  get	  behind.	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An	  experience	  where	  a	  brand	  resonated	  with	  me	  was	  the	  first	  time	  I	  boarded.	  I	  had	  a	  Burton	  
board	  with	  ride	  bindings	  and	  boots	  I	  got	  on	  sale	  for	  cheap.	  Although	  ride	  is	  a	  recognizable	  
brand,	  the	  equipment	  was	  horrible.	  They	  would	  stick,	  break,	  and	  generally	  slow	  me	  down.	  
Nothing	  is	  worse	  then	  your	  gear	  slowing	  you	  down.	  The	  only	  thing	  working	  was	  my	  Burton	  
board.	  That's	  when	  I	  said	  ""I	  will	  only	  buy	  burton	  from	  now	  on.	  
Bought	  my	  Gnu	  board	  mainly	  because	  the	  company	  is	  totally	  environmentally-­‐friendly,	  allows	  
dogs	  in	  the	  factory	  (because	  there	  are	  no	  toxins),	  and	  everything	  is	  made	  by	  snowboarders.	  
Also,	  Burton	  has	  a	  really	  friendly,	  welcoming	  atmosphere,	  the	  employees	  are	  super	  nice	  and	  
helpful,	  and	  the	  products	  are	  awesome	  
Broke	  a	  neversummer	  board	  on	  a	  rail	  (completely	  my	  fault),	  i	  sent	  email,	  and	  even	  talked	  on	  
the	  phone	  with	  a	  guy	  from	  the	  shop	  they	  sent	  me	  a	  new	  one	  with	  little	  charge	  
Burton	  and	  Danny	  Davis'	  Peace	  park	  -­‐	  really	  revived	  why	  I	  started	  snowboarding	  in	  the	  first	  
place	  
Burton	  demoed	  some	  of	  their	  new	  boards	  out	  at	  my	  home	  mountain	  I	  was	  able	  to	  try	  different	  
boards	  out	  for	  fun.	  
Burton	  donated	  a	  couple	  items	  for	  a	  local	  fundraiser	  we	  were	  holding	  
Burton	  employee	  figured	  out	  what	  I	  liked,	  didn't	  like,	  and	  my	  riding	  style	  to	  help	  me	  find	  a	  
board	  that	  was	  right	  for	  me.	  Now	  I'm	  just	  waiting	  for	  it	  to	  go	  on	  sale.	  
Burton	  girls	  videos!	  Girl	  power!	  
Burton	  had	  an	  event	  with	  switchback	  beer	  and	  deals	  on	  equipment	  with	  giveaways	  and	  raffles.	  
Everyone	  I	  met	  there	  was	  chill	  and	  wasn't	  trying	  to	  sell	  me	  on	  Burton.	  They	  just	  let	  me	  come	  to	  
it	  on	  my	  own.	  
Burton	  had	  created	  a	  Non-­‐Profit	  to	  get	  underprivileged	  kids	  up	  to	  the	  mountain	  to	  snowboard,	  
I	  think	  that	  is	  awesome.	  
burton	  has	  a	  bowl	  which	  is	  cool	  
Burton	  has	  hosted	  many	  events	  and	  been	  a	  present	  and	  consistent	  brand	  in	  Burlington,	  
changing	  my	  perspective	  of	  it	  
Burton	  I	  really	  liked	  one	  of	  their	  pictures	  on	  Instagram	  and	  it	  made	  me	  want	  to	  go	  and	  get	  
some	  burton	  gear	  
Burton	  probably	  because	  they	  have	  the	  section	  Burton	  girls,	  for	  women	  which	  talks	  about	  
more	  things	  than	  just	  the	  snowboard	  which	  I	  found	  really	  cool	  and	  also	  has	  riding	  sessions	  and	  
such	  where	  they	  go	  to	  different	  mountains	  around	  the	  states.	  
Burton	  sale,	  gave	  insanely	  good	  prices	  and	  all	  employees	  were	  awesome	  and	  helpful	  
Burton	  sent	  me	  stickers	  with	  a	  letter.	  
burton	  summer	  sale	  
Burton	  when	  they	  introduced	  channel	  boards	  I	  don't	  think	  people	  were	  really	  excited	  by	  it,	  but	  
with	  the	  channel	  boards	  they	  created	  a	  new	  3	  year	  warranty	  doing	  something	  no	  other	  brands	  
have	  done	  allowing	  you	  to	  only	  need	  to	  buy	  a	  board	  every	  3	  years.	  
Burton,	  local	  like	  me	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Burton,	  solely	  for	  the	  Chill	  program.......what	  an	  awesome	  thing	  to	  create/sponsor....that	  is	  the	  
direction	  that	  snowboarding	  should	  be	  heading!	  
Burton.	  When	  they	  host	  rail	  jams	  and	  other	  student	  functions	  it	  helps	  to	  feel	  like	  you	  are	  a	  
part	  of	  the	  company	  and	  you	  want	  to	  support	  them	  by	  buying	  their	  products.	  
Burton's	  Chill	  program	  is	  amazing.	  I	  love	  that	  this	  company	  does	  charitable	  events	  and	  
programs.	  
Burtons	  customer	  service	  was	  happy	  to	  replace	  a	  bag	  I	  had	  bought	  
Can't	  think	  of	  any	  
Capita.	  Simply	  put,	  the	  snowboard	  of	  death.	  
Dave	  from	  talent	  knows	  a	  lot	  about	  snowboard	  companies	  and	  always	  provides	  the	  best	  stuff	  
with	  good	  knowledge	  about	  it	  
DC	  ...	  That's	  where	  I	  discovered	  my	  favorite	  boarder	  Torstein	  Horgmo	  
DC	  Mountain	  was	  one	  of	  the	  best	  snowboard	  movies	  I	  have	  ever	  seen.	  They	  made	  their	  own	  
private	  snowpack	  in	  someone's	  backyard	  and	  had	  a	  lot	  of	  fun	  with	  it.	  That's	  what	  
snowboarding	  has	  always	  been	  for	  me.	  It	  wasn't	  really	  about	  finding	  getting	  clips	  for	  a	  video	  
part.	  
Demo	  experiences	  
Emailed	  me	  offers	  
everytime	  i	  get	  a	  new	  board,	  i	  like	  the	  experience	  of	  just	  feeling	  how	  the	  board	  rides	  
Flow	  makes	  my	  life	  easier	  every	  time	  I	  snowboard.	  
Found	  me	  on	  Instagram	  and	  commented	  
Funded	  a	  kids	  program	  for	  underserved	  youth	  
Got	  free	  demos	  of	  Never	  Summer	  boards	  at	  Smuggs	  once.	  	  The	  reps	  were	  very	  friendly	  and	  
knowledgeable	  and	  being	  able	  to	  chat	  with	  people	  who	  knew	  technical	  information	  and	  test	  
out	  the	  board	  gave	  me	  solid	  confidence	  in	  the	  company.	  
Hosting	  community	  events	  /	  (party	  in	  your	  park	  by	  burton	  )	  
I	  broke	  the	  high	  back	  on	  my	  burton	  cartel	  binding	  and	  when	  I	  went	  to	  the	  burton	  shop	  they	  
fixed	  it	  free	  of	  charge	  no	  questions	  asked	  while	  I	  waited.	  
I	  can't	  really	  think	  of	  an	  experience	  like	  that.	  
I	  can't	  think	  of	  an	  instance	  
I	  can't	  think	  of	  anything	  sorry	  
I	  don't	  really	  have	  one,	  I	  prefer	  to	  snowboard	  only	  for	  sport	  really,	  I	  don't	  look	  at	  many	  
snowboarding	  videos	  or	  magazines	  to	  try	  to	  be	  up	  to	  date	  on	  everything	  that	  is	  going	  on	  in	  the	  
world	  of	  snowboarding.	  
I	  don't	  spend	  much	  time	  really	  interacting	  with	  snowboard	  companies.	  
I	  follow	  a	  lot	  of	  snowboard	  accounts	  on	  instagram	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I	  got	  a	  chance	  to	  visit	  job	  shadow	  at	  Burton	  and	  the	  atmosphere	  in	  the	  workplace	  was	  just	  
awesome.	  People	  we're	  bringing	  their	  dogs	  and	  one	  lady	  was	  drinking	  beer	  all	  day.	  It	  just	  
showed	  that	  Burton	  treats	  their	  employees	  well	  and	  that	  meant	  a	  lot,	  especially	  being	  that	  
Burton	  is	  basically	  a	  corporate	  company.	  
I	  have	  always	  had	  a	  good	  connection	  with	  Burton	  because	  it	  is	  local.	  I	  go	  to	  all	  shop	  nights	  and	  
the	  summer	  sale	  to	  get	  their	  products.	  They	  have	  great	  customer	  service	  and	  warranty	  
I	  haven't	  had	  a	  company	  connect	  with	  me	  in	  this	  fashion.	  My	  preference	  for	  a	  brand	  is	  based	  
on	  the	  quality	  of	  the	  product,	  and	  can	  change.	  I	  would	  say	  I	  don't	  have	  a	  specific	  brand	  loyalty,	  
and	  have	  not	  had	  the	  experience	  of	  a	  company	  connecting	  with	  me.	  
I	  helped	  out	  at	  a	  sale	  with	  the	  company,	  and	  got	  to	  talk	  with	  the	  owners.	  They	  were	  really	  
nice,	  and	  seemed	  like	  they	  really	  were	  in	  it	  just	  to	  make	  good	  boards.	  
I	  met	  Dan	  Briesse	  and	  he	  was	  such	  a	  great	  guy	  and	  made	  me	  really	  like	  Volcom	  
I	  really	  fell	  in	  love	  with	  Burton	  upon	  visiting	  their	  flagship	  store/factory	  in	  Burlington.	  I	  thought	  
it	  was	  very	  welcoming	  and	  visually	  appealing.	  
I	  remember	  the	  time	  I	  tried	  to	  win	  free	  product	  by	  liking	  and	  commenting	  on	  the	  photo...came	  
really	  close	  to	  winning	  by	  getting	  others	  to	  like	  my	  comment.	  Memorable	  for	  sure	  but	  don't	  
know	  if	  that's	  how	  I'd	  prefer	  that	  brands	  interact	  with	  me.	  
I	  shoot	  photos	  so	  I've	  had	  a	  few	  brands	  post	  my	  images.	  It's	  cool	  to	  see	  that	  they	  take	  the	  time	  
to	  share	  my	  work,	  makes	  me	  feel	  like	  it's	  all	  worth	  it.	  
I	  split	  my	  edge	  and	  burton	  fixed	  it	  for	  like	  $45	  
I	  warranted	  a	  snowboard	  that	  was	  purchased	  without	  a	  warrantee	  but	  Rome	  had	  the	  same	  
model,	  a	  year	  newer,	  in	  the	  shop	  and	  they	  just	  gave	  it	  to	  me.	  
I	  was	  able	  to	  go	  to	  the	  designers	  house	  in	  Burlington	  to	  pick	  up	  my	  Powe	  board	  which	  I	  
thought	  was	  cool.	  
I	  was	  at	  the	  Burton	  store	  in	  Burly	  with	  a	  friend	  not	  too	  long,	  looking	  for	  channel	  plugs	  to	  buy	  
since	  I	  lost	  one	  of	  mine.	  	  I	  asked	  the	  representative	  if	  they	  sold	  any,	  and	  turns	  out	  they're	  only	  
available	  for	  purchase	  online.	  	  I	  stayed	  around	  to	  peruse	  the	  items	  in	  the	  store,	  and	  the	  same	  
sales	  representative	  came	  up	  to	  me	  5	  minutes	  later	  with	  channel	  plugs	  he	  had	  found	  in	  the	  
back.	  	  I	  was	  given	  new	  channel	  plugs	  for	  free,	  and	  he	  only	  asked	  for	  me	  to	  donate	  to	  their	  
charity.	  	  I	  thought	  it	  was	  really	  kind	  and	  thoughtful	  of	  them	  to	  do	  that,	  and	  I	  happily	  donated	  
to	  their	  charity.	  
I	  watched	  Kevin	  Pierce's	  documentary	  and	  I	  liked	  how	  Burton	  sponsored	  him	  as	  a	  kid	  and	  
made	  him	  a	  special	  board	  because	  it	  showed	  that	  they	  really	  cared	  about	  the	  sport.	  
I	  went	  to	  a	  snowboard	  store	  wondering	  if	  a	  Skate	  Banana	  would	  be	  my	  next	  board.	  The	  
representative	  there	  who	  was	  very	  knowledgeable	  with	  boarding	  gave	  me	  great	  alternatives.	  
I'm	  still	  drunk	  
Im	  not	  sure	  
Interacting	  with	  the	  company	  in	  person.	  Customer	  service	  is	  so	  essential.	  I	  like	  to	  talk	  to	  them	  
in	  person.	  I	  feel	  you	  find	  a	  better	  connection	  that	  way	  than	  over	  the	  phone	  or	  Internet.	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Last	  May	  I	  broke	  my	  board	  right	  before	  leaving	  for	  a	  trip	  to	  Mt	  Hood.	  	  I	  emailed	  Rome	  waranty	  
with	  an	  ""urgent	  message""	  and	  they	  got	  back	  to	  me	  the	  same	  day.	  I	  was	  really	  impressed.	  I	  
was	  able	  to	  drive	  down	  to	  Waterbury	  the	  same	  day	  and	  go	  grab	  a	  board.	  I	  ended	  up	  chilling	  at	  
the	  Rome	  offices	  and	  shooting	  the	  shit	  with	  the	  warranty	  guy	  for	  a	  while.	  He	  even	  showed	  me	  
next	  years	  boards.	  It	  was	  really	  rad.	  It	  showed	  me	  that	  people	  at	  Rome	  are	  just	  regular	  people	  
who	  like	  to	  snowboard	  too	  and	  they	  are	  definitely	  not	  ""too	  cool""	  or	  anything	  like	  that.	  
Lib	  Tech	  in	  the	  Art	  of	  Flight.	  	  The	  movie	  was	  gorgeous,	  the	  riders	  looked	  amazing,	  and	  the	  Lib	  
Tech	  Logo	  at	  the	  bottom	  of	  every	  board	  certainly	  gave	  me	  the	  impression	  that	  Lib	  Tech	  Boards	  
were	  very	  high	  quality,	  
Local	  companies	  have	  really	  tried	  to	  grab	  attention	  and	  I	  like	  that	  
Love	  some	  of	  the	  new	  brands	  that	  are	  eco-­‐boards/made	  sustainably	  from	  recycled	  materials	  
and	  other	  good	  practices.	  I	  think	  it	  is	  really	  	  important	  for	  a	  snowboard	  company	  to	  remain	  
local	  and	  keep	  its	  roots	  to	  establish	  trust	  with	  their	  original	  fans.	  Even	  if	  a	  company	  does	  grow,	  
making	  the	  commitment	  to	  not	  sell	  out	  keep	  quality	  over	  quantity.	  
Mindful.	  Thoughtful	  and	  honest	  conversation	  about	  the	  product	  no	  matter	  the	  medium.	  
Movie	  premieres,	  I	  love	  when	  a	  company	  puts	  on	  an	  event	  for	  the	  greater	  snowboard	  
community	  and	  everyone	  gets	  excited	  about	  shredding	  all	  together.	  It	  brings	  ppl	  together.	  The	  
past	  few	  premieres	  I	  went	  to	  were	  oakley,	  Nike,	  and	  prob	  burton	  
My	  rome	  board	  had	  a	  favorite	  defect	  and	  was	  unridable.	  I	  was	  pissed	  and	  brought	  it	  to	  the	  
factory.	  The	  next	  day	  I	  got	  a	  new	  board	  i	  the	  mail.	  So	  impressed	  I	  loved	  that	  board	  and	  still	  do.	  
I	  like	  the	  board	  be	  for	  the	  defect	  and	  I	  was	  impressed	  with	  the	  speed	  of	  getting	  a	  new	  one.	  
N/A	  
na	  
Never	  Summer	  produced	  a	  limited	  edition	  board	  for	  a	  friend	  who	  passed	  away.	  I	  thought	  that	  
it	  was	  an	  amazing	  way	  to	  memorialize	  someone	  who	  loved	  the	  sport	  and	  lived	  life	  to	  the	  
fullest.	  
Never	  Summer.	  They	  raffled	  free	  boards	  to	  USASA	  competitors	  at	  Nationals.	  
Nike's	  chosen	  series	  where	  they	  had	  contests	  such	  as	  big	  air	  events	  and	  a	  video	  part	  contest.	  It	  
was	  awesome	  to	  see	  undiscovered	  riders	  surface	  through	  the	  video	  contest	  and	  underrated	  
riders	  slay	  it	  in	  the	  big	  air	  and	  get	  in	  sick	  well	  produced	  edits.	  
Not	  sure	  
Nothing	  like	  a	  good	  strength	  test	  in	  a	  work	  shop	  to	  grab	  my	  attention.	  Break	  some	  boards	  for	  
science	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One	  of	  the	  reasons	  why	  I	  haven't	  strayed	  from	  Burton	  products	  is	  probably	  because	  of	  the	  
quality	  salesmanship	  and	  friendly	  demeanor	  of	  all	  of	  the	  Burton	  employees	  that	  I	  have	  
encountered.	  They	  are	  always	  super	  friendly	  and	  make	  it	  very	  easy	  to	  deliver	  their	  best	  
products	  to	  me.	  For	  example,	  this	  past	  summer	  when	  I	  was	  shopping	  for	  a	  new	  pair	  of	  
bindings	  at	  the	  Burton	  sale,	  the	  salesman	  that	  worked	  with	  me	  spent	  a	  solid	  25	  minutes	  
searching	  through	  the	  piles	  of	  binding	  boxes	  to	  find	  the	  Escapades	  in	  my	  size.	  He	  went	  above	  
and	  beyond	  to	  get	  me	  what	  I	  was	  looking	  for.	  I	  have	  been	  very	  satisfied	  with	  my	  purchase	  so	  
far	  this	  season..	  now	  it's	  time	  for	  a	  new	  board.	  
Powder	  Jet	  really	  resonated	  with	  me	  because	  they	  are	  sturdy	  and	  beautiful	  wood	  snowboards	  
made	  in	  Vermont.	  I	  love	  how	  they	  are	  carved	  and	  shaped	  by	  hand	  by	  a	  man,	  not	  a	  machine.	  
Also,	  they	  are	  oriented	  towards	  powder	  and....	  what	  snowboarder	  doesn't	  love	  powder?	  
Powderjet	  snowboards	  all	  wood	  made	  in	  vt	  
Powe	  snowboards	  uses	  local	  artist's	  designs	  for	  the	  boards	  and	  is	  engaged	  in	  the	  community	  
Powe	  Snowboards,	  great	  friendly	  guys	  
Ran	  into	  one	  of	  Bataleon's	  female	  riders	  at	  a	  rail	  jam	  and	  shredded	  the	  afternoon.	  	  She	  was	  so	  
nice	  and	  friendly	  I	  looked	  into	  the	  board	  she	  suggested	  to	  try.	  
Receiving	  that	  snowboard	  from	  Colby	  from	  Burton	  as	  well	  as	  winning	  Champlain	  rail	  jam	  this	  
year	  and	  winning	  another	  Burton	  Parkitect	  really	  made	  me	  happy.	  	  It	  made	  me	  really	  
appreciate	  having	  a	  company	  who	  is	  willing	  to	  put	  out	  some	  of	  their	  product	  to	  show	  the	  
appreciation	  to	  those	  who	  really	  show	  their	  dedication	  to	  the	  sport.	  
Riding	  my	  capita	  for	  the	  first	  time.	  It	  was	  just	  such	  a	  fun	  board	  that	  I	  have	  respect	  for	  tht	  
company	  
Rome	  Design	  Syndicate	  really	  resonated	  with	  me	  when	  they	  posted	  a	  list	  of	  things	  that	  they	  
love	  about	  snowboarding	  on	  their	  website.	  Pretty	  much	  all	  of	  these	  things	  that	  they	  love	  are	  
the	  things	  that	  I	  love	  about	  snowboarding,	  so	  I	  felt	  connected	  to	  the	  brand	  in	  that	  sense.	  
Rome	  snowboards	  Facebook	  page.	  I	  watched	  a	  bunch	  of	  their	  videos,	  but	  haven't	  bought	  any	  
of	  their	  stuff	  yet,	  although	  I	  do	  plan	  on	  doing	  so	  
Saw	  an	  ad	  on	  Facebook	  which	  spurred	  me	  to	  go	  onto	  craigslist	  and	  find	  some	  ""new""	  gear	  
Seeing	  Ralph	  ride	  a	  Knowbuddy	  board	  got	  me	  hyped	  on	  Burton	  again	  knowing	  that	  they	  still	  
supported	  the	  little	  guys	  
Sent	  an	  email	  
Smokin'-­‐	  they	  have	  values	  that	  really	  align	  with	  my	  own.	  
Smokin's	  political	  ideals	  mesh	  with	  my	  own.	  Their	  ""Buck	  Furton""	  (read	  as:	  Fuck	  Burton)	  
boards	  resonated	  with	  me	  (although	  my	  board	  is	  not	  from	  the	  Buck	  Ferton	  series	  because	  
when	  I	  discovered	  Smokin	  I	  had	  recently	  found	  out	  that	  despite	  claiming	  to	  be	  a	  Vermont	  
company,	  Burton's	  boards	  are	  made	  using	  cheap	  foreign	  labor.	  Smokin	  actively	  tries	  to	  avoid	  
exporting	  costs,	  and	  they	  succeed	  in	  making	  quality	  boards	  right	  here	  in	  the	  US	  (Lake	  Tahoe,	  
specifically)	  that	  are	  still	  competitively	  prices.	  Their	  boards	  to	  not	  seem	  to	  be	  designed	  to	  be	  
obsolete	  (I	  have	  been	  heavily	  using	  mine	  for	  a	  few	  years	  now	  and	  it	  is	  still	  in	  great	  condition).	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Sponsor	  a	  dope	  film.	  
Swag	  
The	  actual	  owner	  is	  a	  retired	  professional	  and	  had	  perfect	  insight	  on	  the	  industry.	  He	  creates	  
products	  that	  represent	  the	  values	  of	  snowboarding.	  Freedom	  of	  expression,	  Creativity,	  Fun	  
and	  connecting	  with	  Nature.	  The	  products	  represented	  what	  I	  love	  about	  snowboarding.	  
The	  burton	  pink	  Floyd	  collaboration	  whammy	  bar	  graphic	  
The	  Burton	  summer	  sale	  was	  a	  blast	  
They	  sponsor	  our	  team	  and	  give	  us	  great	  prizes	  for	  our	  events.	  I	  think	  this	  is	  a	  great	  way	  to	  get	  
us	  liking	  their	  product	  to	  and	  also	  leaving	  us	  a	  feeling	  of	  wanting	  more.	  
Torstein	  Horgmo!	  He's	  dope	  and	  I	  wanted	  to	  buy	  the	  products	  he	  rode	  with	  and	  that	  meant	  
DC	  and	  AWSM	  products	  so	  I	  had	  to	  by	  those	  brands.	  
Using	  events	  to	  market	  the	  
visiting	  burton	  here	  in	  burlington	  
Volcom	  puts	  on	  free	  competitions	  for	  skaters/	  snowboarders/	  surfers	  that	  are	  all	  about	  
exemplifying	  the	  talent	  of	  kids	  today	  and	  not	  putting	  pressure	  on	  kids	  to	  buy	  things	  or	  make	  
money,	  it	  is	  just	  a	  great	  way	  they	  are	  giving	  back	  to	  the	  kids,	  a	  fun	  day	  of	  showing	  your	  skills	  
for	  free	  with	  a	  chance	  to	  win	  awesome	  volcom	  products	  and	  recognition.	  
When	  Burton	  released	  'The	  Teaser'	  showing	  some	  of	  my	  favorite	  snowboarding	  athletes	  and	  
clips	  of	  places	  that	  I	  was	  familiar	  with.	  
When	  companies	  have	  tents/advertisements	  at	  events/competitions	  its	  usually	  pretty	  
interesting	  to	  check	  out	  what	  they	  have	  and	  they	  are	  usually	  good	  at	  endorsing	  their	  products.	  
When	  ever	  I	  see	  a	  nitro	  snowboard	  advertisement	  I	  get	  really	  excited!	  Moslt	  because	  they're	  
fairly	  rare!	  
when	  I	  was	  looking	  at	  snowboarders	  and	  did	  not	  know	  much	  about	  them	  and	  a	  company	  
employee	  helped	  me	  get	  all	  set	  up	  
when	  sean	  and	  jeff	  started	  flowing	  me	  boards	  because	  they	  support	  the	  9-­‐5	  average	  joes	  
When	  they	  have	  contests	  and	  when	  they	  post	  incredible	  photos	  and	  I	  feel	  like	  doing	  that	  I	  
would	  be	  just	  as	  awesome.	  From	  Burton.	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What	  is	  your	  age?	  
	   Frequency	   Percent	   Valid	  Percent	   Cumulative	  Percent	  
Valid	   	   74	   26.5	   26.5	   26.5	  
18	   34	   12.2	   12.2	   38.7	  
19	   54	   19.4	   19.4	   58.1	  
20	   33	   11.8	   11.8	   69.9	  
21	   28	   10.0	   10.0	   79.9	  
22	   20	   7.2	   7.2	   87.1	  
23	   14	   5.0	   5.0	   92.1	  
24	   5	   1.8	   1.8	   93.9	  
25	   4	   1.4	   1.4	   95.3	  
26	   1	   .4	   .4	   95.7	  
27	   1	   .4	   .4	   96.1	  
28	   2	   .7	   .7	   96.8	  
29	   1	   .4	   .4	   97.1	  
30	   2	   .7	   .7	   97.8	  
32	   1	   .4	   .4	   98.2	  
36	   1	   .4	   .4	   98.6	  
37	   1	   .4	   .4	   98.9	  
40	   1	   .4	   .4	   99.3	  
41	   2	   .7	   .7	   100.0	  
Total	   279	   100.0	   100.0	  	  
	  
What	  is	  your	  gender?	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   Male	   108	   38.7	   52.4	   52.4	  
Female	   98	   35.1	   47.6	   100.0	  
Total	   206	   73.8	   100.0	  	  
Missing	   System	   73	   26.2	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What	  is	  your	  home	  state?	  
	   Frequency	   Percent	   Valid	  Percent	  
Cumulative	  
Percent	  
Valid	   	   73	   26.2	   26.2	   26.2	  
Alabama	   1	   .4	   .4	   26.5	  
Arizona	   1	   .4	   .4	   26.9	  
BC,	  Canada	   1	   .4	   .4	   27.2	  
california	   1	   .4	   .4	   27.6	  
California	   3	   1.1	   1.1	   28.7	  
Colorado	   1	   .4	   .4	   29.0	  
connecticut	   1	   .4	   .4	   29.4	  
Connecticut	   8	   2.9	   2.9	   32.3	  
Ct	   1	   .4	   .4	   32.6	  
CT	   9	   3.2	   3.2	   35.8	  
District	  of	  Columbia	   1	   .4	   .4	   36.2	  
Florida	   1	   .4	   .4	   36.6	  
georgia	   1	   .4	   .4	   36.9	  
I	  live	  in	  Colorado	   1	   .4	   .4	   37.3	  
illinois	   1	   .4	   .4	   37.6	  
Illinois	   4	   1.4	   1.4	   39.1	  
Illinois	  (I	  grew	  up	  boarding	  
in	  colorado)	  
1	   .4	   .4	   39.4	  
International	   1	   .4	   .4	   39.8	  
ma	   1	   .4	   .4	   40.1	  
MA	   8	   2.9	   2.9	   43.0	  
Madrid,	  Spain	   1	   .4	   .4	   43.4	  
maine	   1	   .4	   .4	   43.7	  
Maine	   2	   .7	   .7	   44.4	  
Maryland	   5	   1.8	   1.8	   46.2	  
Mass	   3	   1.1	   1.1	   47.3	  
massachusetts	   1	   .4	   .4	   47.7	  
Massachusetts	   11	   3.9	   3.9	   51.6	  
MD	   2	   .7	   .7	   52.3	  
Missouri	   1	   .4	   .4	   52.7	  
new	  Hampshire	   1	   .4	   .4	   53.0	  
New	  Hampshire	   3	   1.1	   1.1	   54.1	  
New	  jersey	   1	   .4	   .4	   54.5	  
New	  Jersey	   12	   4.3	   4.3	   58.8	  
New	  york	   3	   1.1	   1.1	   59.9	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New	  York	   14	   5.0	   5.0	   64.9	  
nj	   3	   1.1	   1.1	   65.9	  
Nj	   4	   1.4	   1.4	   67.4	  
NJ	   6	   2.2	   2.2	   69.5	  
NJ!	   1	   .4	   .4	   69.9	  
North	  Carolina	   1	   .4	   .4	   70.3	  
ny	   1	   .4	   .4	   70.6	  
Ny	   2	   .7	   .7	   71.3	  
NY	   3	   1.1	   1.1	   72.4	  
OH	   1	   .4	   .4	   72.8	  
ohio	   1	   .4	   .4	   73.1	  
Ontario	   1	   .4	   .4	   73.5	  
PA	   5	   1.8	   1.8	   75.3	  
Pennsylvania	   6	   2.2	   2.2	   77.4	  
Rhode	  Island	   2	   .7	   .7	   78.1	  
RI	   1	   .4	   .4	   78.5	  
Santa	  Catarina	  (Brazil)	   1	   .4	   .4	   78.9	  
Switzerland	   1	   .4	   .4	   79.2	  
Utah	   2	   .7	   .7	   79.9	  
Ver-­‐F*cking	  awseome-­‐
mont	  
1	   .4	   .4	   80.3	  
vermont	   2	   .7	   .7	   81.0	  
Vermont	   35	   12.5	   12.5	   93.5	  
VERMONT!	   1	   .4	   .4	   93.9	  
VERMONT!!!!!	   1	   .4	   .4	   94.3	  
Virginia	   3	   1.1	   1.1	   95.3	  
vt	   1	   .4	   .4	   95.7	  
Vt	   3	   1.1	   1.1	   96.8	  
VT	   9	   3.2	   3.2	   100.0	  
Total	   279	   100.0	   100.0	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